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THIS  WEEK  ON  THE  WEB 

Exclusively  on  editorandpublisher.com ... 

A  new  periodical  feature,  “5  Questions  For . . 
profiles  the  brightest  new-media  minds  working 
at  newspapers  today.  Our  first  set  of  questions 
went  to  Rob  Curley  of  the  Journal-World  in 
Lawrence,  Kan.  Click  on  “Features  &  Columns" 
from  our  navigation  bar  to  see  all  of  our  regular 
columns. ...  Columnist  Charles  Bowen  visits 
a  Voice  of  America  site  that  helps  journalists 
pronounce  difficult  names. ...  A  new  column  on 
the  latest  interactive  media  trends  from  Steve 
Outing. ...  How  to  enter  E&P’%  annual  Photos 
of  the  Year  contest  and  win  $500. ...  And,  as 
always,  a  new  Photo  of  the  Week,  new  E&P  Online 
Poll,  and  up-to-date  calendar  of  industry  events. 


GETTING  IT  RIGHT  I 

Re:  “Why  do  many  readers  hate  j 

us  again?”  Sept.  2,  p.  12.  Not  i 

everybody  hates  all  media  outlets,  ! 
but  it’s  probably  sate  to  say  that  everybody 
hates  at  least  one,  and  many  dislike  several. 

The  Society  of  Professional  Journalists 
ran  an  article  a  while  ago  about  a  seminar 
in  which  they  had  a  bunch  of  “justas” 

(that’s  a  citizen  who  isn’t  a  journalist  — 
just  a  citizen)  in  for  a  seminar.  One  of  the 
questions  asked  was  who  had  experienced  a 
story  in  which  they  knew,  from  personal 
knowledge,  that  the  article  had  substantial 
errors.  All  raised  their  hands. 

Now,  it  may  come  as  a  surprise  to 
professional  journalists,  but  people  don’t 
like  to  find  substantial  errors,  especially 
when  it  seems  that  a  couple  of  phone  calls 
would  have  solved  the  problem.  Who  would 
trust  an  institution  that  is  regularly  wrong? 

RICHARD  A.  AUBREY  | 
Address  Withheld 

A  TALENT  TO  AMUSE 

1WAS  QUITE  AMUSED  BY  THE  ARTICLE  | 
about  Wal-Mart  [“Monster  in  a  box,”  j 

May  27,  p.  8]  and  the  response  in  your  j 
“Letters”  column  afterward. 

I  think  the  real  issue  that  is  scaring  news-  | 
papers  is  that  Wal-Mart  is  actually  making 
money  (boatloads  of  it)  without  using 
newspaper  advertising.  One  person  in  the 
article  is  quoted  saying,  “Now,  nobody  from  ! 
Wal-Mart  gives  you  a  call  and  says,  ‘Tom, 
this  is  what  we’re  planning.’  ”  Why  should  I 

Wal-Mart  do  that?  Another  person  is  quot¬ 
ed  saying,  “We’ve  done  things  to  help  other  j 
retailers,  but  they  won’t  let  us  help  them.” 
Excuse  me?  Who  needs  help  from  whom? 


Perhaps  the  industry  needs  to  examine 
itself  and  see  how  it  can  be  valuable  to 
Wal-Mart.  Obviously,  Wal-Mart  is  not 
going  to  get  smaller  anytime  soon  — 
despite  the  lack  of  print  ads. 

Maybe  the  solution  is  to  examine  the 
value  of  print  advertising  in  light  of 
Wal-Mart’s  success.  The  real  danger  is  if 
others  begin  to  mimic  Wal-Mart’s  success 
and  the  newspaper  industry  doesn’t  move 
to  adjust  to  the  times  and  demands  of  ad¬ 
vertisers  and  consumers.  Whose  fault  is  it  if 
the  enemy  sneaks  into  your  camp  and 
destroys  you?  The  enemy,  for  being  clever 
and  measuring  its  opponent?  Or  you,  for 
sitting  complacent,  proud  of  your  defenses? 

Better  hope  Wal-Mart  doesn’t  start 
publishing  newspapers. 

JON  BIUS 

ONLINE  SERVICES  MANAGER 
The  Fayetteville  (N.C.)  Observer 

Corrections 

In  “Indie  owners  warned  a  ‘tidal  wave’ is  on 
the  horizon,” Sept.  16,  p.  5,  E&P  reported 
that  Walter  E.  Hussman  Jr.,  publisher  of  the 
Arkansas  Democrat-Gazette  in  Little  Rock, 
said  recently  that  his  analysis  of  an  Inland 
Press  Association  .study  showed  that  Knight 
Bidder  ranks  above  the  industry  average  on 
newsroom  spending,  except  in  two  circula¬ 
tion  categories.  Actually,  the  only  circula¬ 
tion  range  that  the  analysis  showed  KR 
spending  slightly  below  average  (0.4%) 
was  in  the  50,000-to-100,000  category. 

In  “A  feminine  touch," Sept.  16,  p.  10,  E&P 
inaccurately  characterized  the  timeline 
of  Vivian  WaixeVs  rise  to  the  editorship  of 
The  Record  in  Hackensack,  N.J.  In  fact, 
she  joined  the  newspaper  in  1972  and  was 
named  editor  in  1997,  a  span  of  25 years. 
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SEPT.  27,  1.9.52: 

Laszio  Lakatos,  a  retired  printer  in 
New  York,  urges  in  a  letter  to 
the  erection  of  a  statue  of  Johann 
Gutenberg,  the  German  inventor 
of  movable  type.  He  suggests  the 


city  erect  it  in  front  of  the  New  York 
Public  Library  or  near  Columbia 
University. 

The  trials  and  tribulations  of  the 
man  who  went  into  the  newspaper 


business  in  18th-century  America 
are  detailed  in  the  new  film.  The 
Colonial  Printer,  a  16  mm  color 
documentary  scheduled  for 
release  in  November  by  Colonial 
Williamsburg  (Va.),  its  producer. 
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TOP:  ELAINE  YAW/ciTY  PULSE.  LANSING. 


Retired  publishing 
magnate  Walter 
H.  Annenberg’s 
foundation  on 
Thursday  pledged 
$100  million  each  to 
his  namesake  commu¬ 
nication  schools  at  the 
University  of  Southern 
California  and  the 
University  of  Pennsyl¬ 
vania.  The  Annenberg 
schools  were  endowed 
with  $120  million 
each  in  1994. 

Besides  funding 
scholarships  and  new 
faculty,  the  gift  will 
endow  the  new  Center 
for  the  Study  of  Jour¬ 
nalism  and  Democracy 
at  use.  which  will  be 
headed  by  Jay  T. 
Harris,  former  publish¬ 
er  of  the  San  Jose 
(Calif.)  Mercury  News. 
The  center  will 
conduct  research  on 
ways  to  improve  jour¬ 
nalism  and  its  role  in 
strengthening  citizen¬ 
ship  and  civil  society. 

-  CARL  SULLIVAN 


uted  at  that  point.” 
The  Chicago 
1^^  Tribune  reported¬ 
ly!^  ly  is  considering 

a  separate  daily 
youth  publication, 
SS  i  while  its  Tribune 

■  Cu.  sibling  News- 

day  on  Long 
Island  is  narrow- 
ing  down  six  ideas 
for  young  readers, 
including  both  in¬ 
paper  and  free¬ 
standing  products.  “A  couple 
of  them  involve  music  and  our 
music  coverage,”  was  all 
Howard  Schneider,  Afeavsda^y’s 
vice  president  of  content 
development,  revealed. 

In  I^ansing,  the  alt  weekly 
City  Pulse  isn’t  thrilled  that 
the  new  pub  will  come  out 
Wednesday,  the  same  day  as 
City  Pulse.  And  Publisher 
Berl  Schwartz  said  its  color- 
ad  rate  will  be  35%  below  his 
black-and-white  rate,  ac¬ 
cording  to  a  Noise  rate  card. 
“When  the  dominant  paper 
does  that,”  he  complained, 
“that’s  considered  unfair 
competition.” 

In  Chicago,  however,  alternative  Neweity  Chicago 
appears  unworried  about  the  Tribune's  plans,  poking 
ftm  with  a  parody  of  the  imagined  paper  it  called 
“Chicag-YO!”  But  can  the  Trib  and  other  dailies  find 


Gannett  Co.  Inc.  and  Tribune  Co. 
papers  consider  the  alternatives 
in  bridging  the  generation  gap 


BY  LUCIA  MOSES 

Recognizing  that  their  core  products 
aren’t  reaching  many  18-to-34-year-old 
readers,  several  newspapers,  from  Melville, 
N.Y.,  to  Boise,  Idaho,  are  planning  or  contemplating 
spinoffs  aimed  at  them. 

And  alternative-weekly  | 
publishers  are  awaiting  j  | 
these  new  publications  1 1 
with  a  mix  of  curiosity  i  I 
and  worry  about  the  j ' 
competition.  i 

The  Lansing  (Mich.)  ; 

State  Journal,  one  of  two  ! 

Gannett  Co.  Inc.  testing 
grounds,  has  tentatively  1 
set  an  Oct.  23  launch  date  1 
for  its  free  weekly,  which 
may  be  titled  Noise. 

Gannett’s  other  test 
site.  The  Idaho  Statesman 
in  Boise,  is  keeping  its 
plans  under  tighter  wraps. 

President  and  Publisher 
Margaret  E.  Buchanan 
declined  to  comment  about 
her  paper’s  upcoming  pub, 
but  Mark  “Bingo”  Barnes,  who  publishes  the  alter¬ 
native  Boise  Weekly,  said  Buchanan  recently  told 
him  the  paper  would  come  out  in  late  fall  and  that 
“she  wasn’t  certain  of  how  it  was  going  to  be  distrib- 
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The  Lansing  State  Journal  plan  to  bring  in  the  Noise 
isn’t  music  to  the  ears  of  City  Pulse’s  Berl  Schwartz. 


hares  of  the  top 
five  publicly 
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traded  newspaper 
companies  by  circula¬ 
tion  dipped  Thursday 
after  No.  2  Knight 
Ridder  reported  its 
advertising  revenue 
dropped  1.2%  in 
August  and  lowered  its 
third-quarter  earnings 
forecast,  citing 
weakness  in  help- 
wanted  and  other 
ad  categories. 

By  E&P's  deadline 
on  Friday,  shares  in  all 
five  companies  were 
recovering  nicely. 

Another  warning 
came  early  in  the 
week  from  Dow  Jones 
&  Co.  Inc.,  which  said 
third-quarter  earninp 
would  come  in  at  the 
low  end  of  previous 
estimates  due  to  a  soft 
September. 

-  LUCIA  MOSES 

WEIIVIN6' 


E  &  P  NEWS 


The  Charlotte 
(N.C.)  Observer 
will  begin  accepting 
paid  announcements 
of  same-sex  commit¬ 
ments,  the  newspaper 
reported  Friday. 
Publisher  Peter  Ridder 
told  the  paper  that  the 
policy  change 
amounts  to  “simple 
justice  and  equal 
access.” 

Announcements 
of  same-sex  unions 
recently  grabbed 
national  attention 
when  The  New  York 
Times  began  running 
them  several  weeks 
ago.  The  Observer 
becomes  the  126th 
newspaper  to  publish 
the  notices,  according 
to  the  Gay  &  Lesbian 
Alliance  Against 
Defamation. 

-  JOE  STRUPP 


the  right  tone,  format,  and  content  that  will  sell 
among  Gen  Xers  and  younger? 

The  Lansing  team  is  betting  on  a  soft  approach.  An 
August  prototype  of  Noise  looks  like  an  alternative 
paper  but  is  heavy  on  lifestyle  features,  with  cover 
teasers  such  as  “Get  a  yoga  butt”  and  “Lansing’s 
outdoor  whoopee  guide.” 

Reading  young  people’s  tastes  isn’t  just  a  daily- 


newspaper  problem.  In  the  words  of  Brian  Hieggelke, 
i  president  of  Newcity  Chicago:  “The  ‘new  generation’ 
I  is  newly  minted  every  year.  Those  of  us  who  are 
i  writing  about  them  ...  the  older  we  get,  the  less  we 
j  should  trust  our  instincts.  Ultimately,  the  reason  it’s 
really  hard  to  reach  that  generation  is  —  the  Internet’s 
more  important  to  them  than  print . . .  and  the  Tribune 
knows  that  better  than  anyone.”  II 


Brain  drain  and  Buckraking  among  issues 

SPJ  aims  high  despite  graj  skies 


BY  JIM  MOSCOU 

FORT  WORTH,  TEXAS 


Nowadays,  it 
seems  there’s 
not  a  media 
cubicle  without  a  stonn 
cloud  stalled  overhead, 
from  corporate  head¬ 
quarters  on  down.  The 
weather  above  the  desks 
in  the  newsroom  isn’t 
any  better,  or  so  it 
seemed  Sept.  12-14 
at  the  Society 
of  Professional 
Journalists  (SPJ) 
national  convention, 
a  members-only 
rally  headlined 
“Staking  New 
Frontiers.” 

The  aim  was  to 
reinvigorate  SPJ’s 
mission  —  to 
improve  and 
protect  journalism 
by  supporting 
open  records  and 
.stimulating  high 
standards  of  ethical 
behavior.  While  the 
conference  had  a  few 
moments,  the  gathering 
often  felt  more  like  a 
lull  in  a  battle.  From 
panels  to  the  party  at 
Billy  Bob’s  —  the 
“World’s  I.^rgest  Honky- 
Tonk”  and,  for  some,  the 
weekend  highlight  —  the 
conference  was  littered 
with  journalism  war  sto¬ 
ries:  First  Amendment 
squeezes  by  the  Bush 


administration,  anec¬ 
dotes  of  industry  brain 
drain,  concerns  about 
unchecked  reporter 
trauma,  and  a  general 
lack  of  commitment  to 
professional  develop¬ 
ment  industrywide. 

Meanwhile,  SPJ  busi¬ 
ness  wasn’t  faring  much 
better.  The  esteemed 


themes,  such  as  poor 
reporter  training,  did 
emerge. 

Ed  Oftley,  a  fonner 
Seattle  Post-Intelligencer 
reporter  and  a  military' 
writer  for  two  decades, 
argued  journalists  are 
woefiilly  unprepared  to 
deal  with  the  military 
and  conflicts.  The  theme 


Vanessa  Leggett  speaks  freely  about  the  decision  that  landed  her  i 


society  is  struggling, 
with  a  budget  in  the  red 
and  shrinking  member¬ 
ship,  as  burgeoning 
niche  press  groups  un¬ 
wittingly  fragment  jour¬ 
nalism’s  political  weight 
and  public  support. 

The  conference  drew 
more  than  600  members 
(SPJ  has  about  9,500 
members),  with  many 
of  the  panels  mulling 
the  year’s  most  somber 
moments.  Few  sparks 
flew,  but  common 


was  the  same  in  “Follow¬ 
ing  the  Money:  How 
Everyone  Missed  the 
Warning  Signs  about 
Enron.”  Laura  Goldberg, 
a  Houston  Chronicle 
business  reporter, 
admitted  that  when 
handed  the  energy  beat 
just  weeks  before  the 
story  of  corporate  fraud 
broke  in  her  hometown, 
she  was  simply  lost  in  a 
barrage  of  acronyms  and 
bizarre  terminology. 

In  a  panel  enticingly 


called  “Buckraking,” 
James  Warren,  deputy 
managing  editor  for 
features  at  the  Chicago 
Tribune,  described  the 
Trib's  latest  newsroom- 
ethics  crackdown. 
Beginning  Sept.  10,  his 
reporters  could  not 
accept  free  tickets  to  a 
theatrical  performance 
or  other  event 
unless  it  was  relat¬ 
ed  to  the  reporter’s 
beat;  no  guests 
would  be  allowed 
to  tag  along;  and 
any  merchandise, 
such  as  books  or 
CDs,  unrelated  to 
one  s  coverage  or 
beat  had  to  be 
returned.  “These 
things  became 
this  bizarre 
entitlement,”  he 
.g.|  said,  noting  the 
rules  were  met 
w'ith  loud  grumblings  at 
the  newspaper. 

To  be  sure,  there  were 
inspirational  moments. 
SPJ’s  Legal  Defense 
Fund  aw'arded  its  First 
Amendment  Award  to 
Vanessa  Leggett,  the 
freelance  writer  who 
spent  168  days  in  jail 
after  refusing  to  reveal  a 
source.  Paul  E.  Steiger, 
managing  editor  of  The 
Wall  Street  Journal, 
effectively  defended  his 
decision  to  turn  over  to 


4  KI>irOK& PIIKI.ISHKK  S  K  FT  K  M  1!  E  R  2  3  ,  2  0  0  2 


www.editorandpublisher.com 


K  &  P  N  E  VV  S 


the  government  an  al- 
Qaida  laptop  computer 
purchased  by  his 
reporters.  And  Leonard 
Downie  Jr.,  executive 
editor  of  The  Washing¬ 
ton  Post,  urged  news 
executives  to  do  a  better 
job  living  up  to  journal¬ 
ism’s  public  service.  All 
comments  on  the  mark 
or  worth  pondering  —  if 
only  more  industry  cap¬ 
tains  were  there  to  hear 
such  pleas.  Nearly  half 
the  attendees  were 
students.  Many  others 
were  from  academia. 

Organizers  blame  the 
general  membership 
decline  on  the  emer¬ 
gence  of  more  than  40 
specialty  media 


organizations  nation¬ 
wide  in  the  past  few 
decades.  “We  need  to  do 
a  better  job  letting  all 
journalists  know  we 
stand  up  for  all  journal¬ 
ists,”  said  outgoing  SPJ 
President  Al  Cross.  “We 
all  need  to  find  a  way,  for 
instance,  to  look  media 
owners  in  the  eye  on  a 
consistent  basis  and  say, 
‘Remember  your  public 
function,’  because  the 
principles  of  joum^Jism 
are  truly  being 
challenged.”  But  with 
journalism  bruised  and 
battered  and  stormy 
clouds  still  on  the 
horizon,  reporters  likely 
left  with  more  questions 
than  answers.  11 


Post  their  stories 

The  U.S.  Postal  Service  issued  a  set  of 
stamps  Sept.  12  honoring  four  pioneering 
woman  journalists.  The  Fab  Four:  Nellie 
Bly,  who  went  around  the  world  in  72  days  for 
Joseph  Pulitzer’s  New  York  World-,  Marguerite 
Higgins,  who  won  a  Pulitzer  Prize  in  1951  for  her 
reporting  on  the  Korean  War;  Ethel  L.  Payne,  the 
Chicago  Defender's  one-woman  Washington 
bureau  and  the  “First  Lady  of  the  Black  Press”; 
and  Ida  M.  Tarbell,  who  raked  the  muck  around 
Standard  Oil.  —  Jamie  Santo 


‘ProJo’  ruling  may  reignite  talks 


Both  labor  and  management  reps 
say,  at  the  least,  it  won’t  hurt 


BY  JOE  STRUPP 

WILL  A  JUDGE’S  RECENT  RULING  THAT  ThE 

Providence  {Wl.)  Journal  engaged  in  28 
different  unfair  labor  practices  further 
strain  the  paper’s  relations  with  the  Providence 
Newspaper  Guild-CWA?  Or  will  the  decision  — 
which  could  cost  the  paper  $3  million  —  finally 
galvanize  both  sides  to  reach  the  new  contract  that 
has  eluded  them  for  2 '/a  years? 

Negotiators  for  Guild  Local  31041  and  the  Belo- 
owned  Journal 
both  say  the  deci¬ 
sion  by  a  National 
Labor  Relations 
Board  (NLRB) 
administrative  law 
judge,  who  deliv¬ 
ered  it  Sept.  16, 
will  help  bring 
together  the  two 
sides,  which  have 
failed  to  reach  a 
new  labor  agree¬ 
ment  since  the  old 
one  expired  in 
January  2000.  members  editorialize  outsidt 


“I  would  hope  the  company  would  see  the  benefit 
of  reaching  an  agreement,”  said  Tim  Schick,  admin- 
i.strator  of  Local  31041.  “Our  hope  is  that  the  Journal 
would  reassess  its  situation  and  provide  something  at 
the  bargaining  table.” 

Boston-based  Richard  A.  Perras,  an  Edwards  & 
Angell  LLP  partner  who  represents  the  Journal  in 
contract  negotiations  and  during  NLRB  proceed¬ 
ings,  also  w’as  optimistic.  “We  have  sought  all  along 
to  work  this  out  at  the  bargaining  table,  and  that  re¬ 
mains  our  goal,”  he  said.  “1  don't  think  [the  judge’s 
ruling]  has  to  strain  the  contract  talks  at  all.” 

But  coming  to  an  agreement  any  time  soon  still 
seems  far-fetched,  given  the  two  sides’  recent  histo¬ 
ry  and  the  bitterness  in  the  newsroom.  Feuding  be¬ 
gan  shortly  after 
the  last  contract 
ended,  when  the 
Journal  imple¬ 
mented  unilateral 
changes  in  pay, 
health  coverage, 
the  vacation  poli¬ 
cy,  the  number  of 
floating  holidays, 
parking  arrange¬ 
ments,  and  other 
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Guild  members  editorialize  outside 


The  Providence  Journal  in  October. 


The  Journal's 
actions  caused  the 
Guild  to  file  44 


The  Columbus 
(Ohio)  Dispatch 
will  begin  charging 
those  who  don’t 
subscribe  to  the  print 
edition  $4.95  for 
access  to  its  Web  site. 

“Beginning  Oct.  1, 
if  you  want  to  milk 
dispatch.com  for 
information,  you’re 
going  to  have  to 
help  feed  the  cow,” 
Dispatch  Editor 
Benjamin  J.  Marrison 
wrote  in  a  column 
explaining  the  change. 

The  Dispatch  had 
already  started  requir¬ 
ing  free  registration  to 
access  its  site. 

-  WAYNE  ROBINS 

BUFFA106UIID 
OKS  CONTRACT 

Employees  of  The 
Buffalo  (N.Y.) 
News  belonging  to  the 
Buffalo  Newspaper 
Guild-CWA  over¬ 
whelmingly  approved 
a  new  three-year 
contract  with  the 
newspaper  on  Sept. 
13,  ratifying  the 
agreement,  248-32, 
according  to  Guild 
President  Phil 
Fairbanks. 

The  new  contract, 
retroactive  to  Aug.  1, 
includes  an  annual 
2%  wage  increase,  a 
higher  annual  pension 
cap,  and  a  $1,4(X) 
bonus  for  each 
Guild  member.  The 
paper  will  continue  to 
pay  all  health-care 
premium  costs,  but 
workers  will  see  a  $5 
increase  in  co-pay¬ 
ments  for  doctor  visits 
and  prescriptions. 
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The  Guild  represents 
350  Buffalo  News 
employees. 

-  JOE  STRUPP 

BLADE' SALE 
PBICE  CHECK 

Gay  newspaper 
chain  Window 
Media  has  stopped 
some  payments  on  its 
purchase  of  the  New 
York  and  Washington 
Blade  papers  and  is 
seeking  a  $428,350 
“adjustment”  of  the 
price  it  agreed  to  pay 
in  May  of  last  year, 
according  to  a  lawsuit 
filed  by  two  former 
owners  of  the  papers. 

Don  Michaels  and 
James  Lamont  claim 
in  a  lawsuit  in  District 
of  Columbia  Superior 
Court  that  Window's 
Washington  Blade  Inc. 
unit  is  violating  the 
sales  agreement  for 
the  Washington  Blade 
and  the  New  York 
Blade.  They  and  a 
third  majority  owner, 
Lisa  Keen,  were  to 
split  most  of  a  $1.9- 
million  cash  payment. 

Window  co-founder 
William  Waybourn 
sent  E&P  a  statement 
that  read,  in  part: 

“The  suit  does  not 
seek  to  reverse  the 
sale,  just  that  those 
individuals  be  paid 
earlier  than  the  agree¬ 
ments  would  other¬ 
wise  require. ...  These 
issues,  along  with 
substantial  monies  we 
claim  are  due  us  by 
the  sellers,  are  stan¬ 
dard  in  a  transaction 
this  size,  and  all 
parties  expect  them  to 
be  resolved  amicably.” 
Michaels  and  Lamont 
could  not  be  reached. 

-  MARK  FITZGERALD 


E&P  NEWS 


charges  of  alleged  unfair  labor  practices  with  the 
NLRB  between  December  1999  and  June  2001. 

Judge  William  G.  Kocol  held  a  hearing  on  the 
complaints  over  10  days  in  late  March  and  early 
April,  finding  in  the  union’s  favor  on  28  complaints 
in  his  ruling  this  month.  Among  the  judge’s  direc¬ 
tives,  the  paper  must  pay  Guild  employees  the  same 
raises  received  by  nonunion  workers  retroactive 
to  Jan.  1,  2000,  restore  canceled  health-coverage 
options  or  replace  them  with  an  equivalent  plan, 
restore  the  cap  on  increases  in  employees’  share  of 
health-insurance  premiums,  and  restore  a  floating 
holiday  and  the  previous  vacation  policy. 

“Wages  alone  could  [cost  the  paper]  in  excess 
of  $2.6  million,”  said  Schick,  who  estimated  the 
Journal  would  likely  have  to  fork  over  more  than 
$3  million.  “This  is  big.” 

Journal  management  has  until  Oct.  10  to  appeal 
the  ruling  to  the  NLRB,  and  can  appeal  later  to 
federal  courts  if  need  be.  The  Journal  also  faces  22 


additional  unfair-labor-practice  charges,  with  a 
hearing  set  for  Oct.  21. 

Journal  Publisher  Howard  G.  Sutton  and  Execu¬ 
tive  Editor  Joel  P.  Rawson  did  not  return  calls  seek¬ 
ing  comment. 

Local  31041  represents  about  500  Journal 
employees  in  editorial,  advertising,  and  several 
other  departments. 

The  judge’s  ruling  comes  at  the  end  of  a  rough 
two-year  stretch  for  the  paper.  In  addition  to  the 
Guild  battle  that  has  included  four  byline  strikes 
and  numerous  union  rallies.  Journal  employees 
had  to  deal  with  a  June  10  shooting  rampage  by  a 
production  worker,  who  later  died,  that  left  two 
other  production  employees  dead. 

Journal  employees  remain  hopeful.  “I’m  opti¬ 
mistic  that  this  will  move  the  company  back  to 
bargain  with  us,”  said  G.  Wayne  Miller,  a  21-year 
Journal  reporter.  “We’re  looking  for  a  hopeful  sign, 
and  I  hope  this  is  it.”  11 


700  papers  oived  900  money 


BY  MARK  FITZGERALD 

CHICAGO 


and-collecting  business  other  sources  for  that 


REVt;NUE  FROM 

dating  and  oth¬ 
er  personals  ads 
that  use  900  telephone 
numbers  soon  will  be 
flowing  again  to 
newspapers  from 
MCI,  according 
to  assurances 
from  tbe  carrier 
and  a  major 
voice-personals 
provider  that 
relies  on  it  for 
billing  and  collecting. 

Money  collected  by 
MCI  between  May  and 
mid-July  has  been 
frozen  by  the  Chapter  11 
bankruptcy  filing  of  the 
carrier’s  parent,  World¬ 
Com  Inc.  Revenue  col¬ 
lected  after  July  21  will 
be  distributed  nonnallv, 
MCI  has  told  I'ele- 
Publishing  International 
(TPI),  the  Bo.ston-based 
voice-personals  provider 
for  some  700  newspaper 
clients.  In  addition. 


attorneys  representing 
the  900-number  indus¬ 
try  went  to  court  late  last 
month  asking  for  release 
of  the  frozen  revenue. 


altogether  at  the  end  of 
the  year.  WorldCom’s 
bankruptcy  is  not  tempt¬ 
ing  AT&T  back  into  the 
business.  Public  Rela¬ 
tions  Director  Jean  Hurt 


MCI  will  be  OK:  “An  800 
toll-free  number  costs  you 
...  2  cents  a  minute.  A  900 
number  is  nine  times  that.” 


—  DAVID  DINNAGE 

Tele-Publishing  International 


The  voice-personals 
industry  has  been 
watching  the  WorldCom 
bankniptcy  proceedings 
anxiously  because  MCI 
soon  will  become  tbe 
sole  national  carrier 
billing  and  collecting 
for  900  numbers. 

AT&T  Corp.,  the  only 
other  carrier  that  had  a 
significant  900-number 
business,  stopped  taking 
new  accounts  in  January 
and  will  get  out  of  the 
900-number  billing- 


said:  “It  was  not  a  grow¬ 
ing  business.  Profits  and 
revenues  are  declining, 
and  we’re  seeing  a  lot  of 
technology  substitution. 

People  have  a  lot  of 
Personal  finances:  MCI  soon  will  be  the  lone  player 
in  the  billing-and-collecting  business 
for  900  numbers. 


information.” 

MCI  is  telling  voice- 
personals  providers  that 
it  is  staying  in  the 
billing-and-collecting 
business.  “There’s  no 
reason  for  them 
not  to  be  in  it,” 
said  TPI  President 
David  Dinnage. 
“For  one  thing,  the 
amount  they 
charge  [for  900 
numbers]  is 
several  times 
higher  than  any  other 
service.  An  800  toll-free 
number  costs  you 
around  2  cents  a  minute. 
A  900  number  is  nine 
times  that  amount.”  II 
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Dirks,  Van  Essen  &  Murray 


CALIFORNIA 
Nan  Bisher  to  creative  director  at  the 
San  Francisco  Chronicle  from  partner 
and  strategic  consultant  at  Danilo  Black 
Inc.  in  San  Francisco. 

Susan  Gilbert  to  photo  director  from 
director  of  photography  at  The  Charlotte 
(N.C.)  Observer. 


ILLINOIS 

Mike  Plonski  to  vice  president  of  Tribune 
Information  Systems  in  Chicago.  Plonski 
remains  vice  president  and  chief  technology 
officer  at  Tribune  Interactive. 

Darko  Dejanovic  to  vice  president  and  chief 
technology'  officer  of  Tribune  Publishing. 
Dejanovic  remains  vice  president  and  chief 
technology  officer  at  the  Chicago  Tribune. 


BY  JAMIE  SANTO 
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I  CALIFORNIA 

Robert  J.  Rosenthal 

:  i 

;  I  Robert  Rosenthal,  54,  former  editor  and 

I  I  executive  vice  president  of  The  Philadel- 

I  has  been  named  managing 

I  editor  of  the  San  Francisco  Chronicle.  He 
h  \  succeeds  Vice  President  and  Managing 
Editor  Jerry  Roberts,  who  resigned  in 
March.  Executive  Editor  Phil  Bronstein 
— - said  he  looked  at  both  internal  and  exter¬ 

nal  candidates,  but  felt  a  new  approach  was  needed.  “Coming  from 
the  outside,  he  brings  a  sense  of  wonder ...  a  huge  connection  to 
the  rest  of  the  world,”  Bronstein  told  E^P.  Rosenthal,  top  editor 
of  the  Inky  for  four  years,  resigned  in  November.  —  Joe  Strupp 


NEW  JERSEY 
William  C.  “Skip”  Hidlay  to  executive  editor 
and  vice  president  for  news  of  XheAsbury 
Park  Pre.ss  in  Neptune  from  executive 
editor  of  the  Courier-Post  in  Cherry'  Hill. 
Hidlay  succeeds  W.  Ray'mond  Ollwerther. 


W.  Raymond  Ollwerther  to  executive  editor  of 
the  Home  Nexcs  Tribune  in  East  Brunswick 
from  executive  editor  of  XheAsbury  Park- 
Press  in  Neptune.  Ollwerther  succeeds 
Editor  Richard  A.  Hughes,  who  retired. 


NEW  YORK 

Douglas  Frantz  to  the  newly  created  position 
of  investigations  editor  at  The  New  York 
Times  from  correspondent  in  Istanbul. 


Randall  S.  Brant  to  vice  president  of 
advertising  from  display-advertising 
director  at  The  Dallas  Morning  News. 

Diana  Butcher  to  new-business-development 
director  from  classified-advertising  director. 
Tim  Collum  to  classified-advertising  director 
from  retail-advertising  manager. 


Mountain  Press  in  Sevierville  from  city 
editor  at  The  Free  Press  in  Kinston,  N.C. 


NORTH  CAROLINA 
Ruth  Birge  to  publisher  of  The  Times-News 
in  Hendersonville  from  direct-marketing 
manager  at  The  ledger  in  Lakeland,  Fla. 


UTAH 

Lynn  Cottrell  to  senior  vice  president  of 
administration  for  the  Newspaper  Agency 
Corp.,  the  business  arm  of  The  Salt  Lake 
Tribune  and  The  Deseret  News,  from  CEO 
and  president  of  the  Industrial  Relations 
Council  of  Utah. 

Jeffery  J.  Hansen  to  chief  financial  officer 
from  CEO  and  president  of  Murdock 
Travel  Management  in  Salt  Lake  City. 


TENNESSEE 

Edward  Fulford  to  managing  editor  of  The 


ASSOCIATIONS 
Jeff  David,  publisher  of  The  Livingston 
Parish  News  in  Denham  Springs,  La., 
elected  president  of  the  National 
Newspaper  Association. 


tFre^C. 

to  executive  vice 
,  president  and 
general  manager 
of  the  Newspaper  Agency  Corp., 
the  business  arm  of  The  Salt 
Lake  Tribune  and  The  Deseret 
News,  from  general  manager  of 
The  Deseret  News. 


Experience 


SANTA 
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EDITORIALS 

PREIICHTOTHECIII 

New  polls  show  Americans  love  their  freedom,  but  increasingly 
loathe  the  press.  Blame  our  silence  as  much  as  our  arrogance. 


By  now,  journalists  are 

inured  to  all  the  polls  showing 
that  Americans  rank  them  in 
esteem  somewhere  south  of 
used-car  salesmen  and  ambulance-chasing 
lawyers.  But  the  study  released  Wednesday 
by  the  National  Constitution  Center 
certainly  represents  a  new  low  in  public 
respect  for  the  press. 

After  all,  Americans  will  actually  go  to 
used-car  salesmen  when  they  need 
low-mileage  cream  puffs  or  to  ambulance 
chasers  when  they’ve  got  soft-tissue 
injuries.  But  according  to 
the  center’s  study,  the  public 
no  longer  thinks  the  press 
capable  of  performing  its 
most  fundamental  role  — 
safeguarding  the  rights  and 
freedoms  of  Americans. 

When  the  nonpartisan 
research  organization 
Public  Agenda,  which 
conducted  the  study,  asked 
1,520  adults  to  choose  whom  “you  count  on 
most  to  protect  our  constitutional  rights 
and  freedoms,”  the  first  choice,  picked  by 
35%  of  respondents,  was  “Ordinary  citizens 
because  they  will  not  accept  violations  of 
their  own  rights.”  That  was  followed  by 
“The  government  and  the  courts  because 
it’s  their  job  to  defend  our  rights,”  at  31%, 
and  “Civil-liberties  groups  because  they  will 
fight  to  protect  our  rights,”  at  19%. 

Dead  last  among  tour  offered  choices: 
“The  press  because  reporters  will  expose 
\iolations  of  our  rights.”  A  whopping  8% 
of  respondents  were  willing  to  rely  on 
reporters  when  their  liberty  is  at  stake. 

The  center’s  study  was  the  second  in 
three  weeks  to  document  a  disturbing 
distrust  of  the  First  Amendment  itself.  It 


There  oiighta  be 
a  law:  Whenever 
the  press  ticks 
off  the  public,  we 
should  explain 
whv  we  did  it. 


found  43%  of  respondents  felt  society  has 
“gone  too  far  in  expanding”  freedom  of  the 
press.  When  the  First  Amendment  Center 
asked  a  similar  question  in  a  study  released 
last  month,  an  alarming  49%  said  the  same. 

Neither  survey,  however,  portrays  a 
nation  frightening  itself  into  servitude.  By 
lopsided  margins,  Americans  embrace  a 
sophisticated  creed  of  freedom  and  fairness. 

The  special  contempt  the  public  seems  to 
reserve  for  the  press  and  its  constitutional 
role  no  doubt  stems  from  several  obvious 
shortcomings  of  journalists:  their 

arrogance,  their  unearned 
attitude  of  elitism  and 
privilege,  their  sloppiness 
and  insensitivity. 

To  these,  we  should 
add  the  strange  reluctance 
of  the  press  to  explain 
itself  When,  as  in  the 
past  couple  of  weeks, 
newspapers  fight  to  make 
public  the  court  filings  of 
suspected  terrorist  Zacarias  Moussaoui  or 
the  business  records  of  the  day-care  service 
that  watches  children  for  thousands  of 
Tennessee  government  employees,  they 
are  performing  the  essential  spadework  of 
self-government.  Yet,  newspapers  rarely 
help  readers  make  that  connection  by 
explicitly  noting  this  motivation  in  stories 
or  editorials.  Instead,  by  their  silence, 
they  let  the  public  imagine  them  as 
bullying  busybodies. 

For  all  the  bad  news  they  hold  for 
journalists,  these  polls  reveal  how  deeply 
Americans  love  liberty  —  and  suggest  how 
supportive  the  public  could  be  if  only  the 
press  bothered  to  make  the  workaday  case 
that  the  same  love  of  liberty  explains  its 
occasionally  infuriating  behavior. 
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Satisfaction  Guaranteed 


If  at  any  time,  for  any  reason,  you  decide 
that  EDITOR  &  PUBUSHER  does  not 
measure  up  to  your  expectations — you 
can  cancel  your  subscription  and  receive 
a  full  refund  on  all  unmailed  issues,  no 
questions  asked. 


Newspaper  Photos  of  the  Year 


Enter  EDITOR (i!^PUBLISHER’S  annual  Newspaper  Photos  ojthe  Year 

competition  for  a  chance  to  win  $500. 

A  gallery  of  the  best  feature,  news  and  sports  photos  will  appear  in  our  special  October  28th  issue 
and  will  be  posted  on  editorandpublisher.com  for  a  full  year.  One  photo  will  be  selected  as  Photo  of  the  Year, 
and  the  photographer  will  receive  a  $500  grand  prize.  Winning  entries  and  honorable  mentions  will  also  be  exhibited 
at  the  PHOTO  DISTRICT  NEWS  PHOTO  EXPO.  October  3Ist-November  2nd  in  New  York  City. 
Anticipated  attendance  at  the  expo  is  25.OOO.  You  may  submit  any  photographs  that  have  been  published  in  your 
newspaper  or  on  your  paper’s  web  site  since  October  1st,  2001. 

Please  go  to  www.editorandpublisher.com  for  further  details,  including  the  Call  for  Entries  form. 

~  Exclusive  Media  Sponsor  ~ 


pdn 


Whether  blessed  union  or  unholy  alliance,  the  Advo/newspaper 

by  LUCIA  MOSES 


Detroit  Newspapers  was  getting  crushed  in  the 
direct-mail  arena  when  it  sat  down  in  the  late  1990s 
with  a  longtime  competitor,  Advo  Inc.  It  had  to  be  a 
humbling  moment  for  senior  business  executives  at 
the  joint-operating-agreement  (JOA)  agency  and 
their  bosses  at  Gannett  Co.  Inc.,  which  oversees  its  advertising.  Advo 

■has  long  been  one  of  the  newspaper  industry’s  biggest  rivals, 
.  with  500  million  pieces  delivered  each  week.  The  Motor 
^  City  is  highly  competitive  for  direct  mail,  but  efforts  by 
The  Detroit  News  and  the  Detroit  Free  Press  to  start  a 

total-market-coverage  product  (TMC) 

had  stalled  tvnce,  leaving 
them  with  no  car  in 
the  race. 

#In  the  fall  of 
1999,  Detroit 
Newspapers  and 
,/  Advo  agreed  to 

merge  their  offerings 
into  a  single, 
cobranded, 
direct-mail  packet, 
y  combined  with 

*  in-paper  distribution 
of  inserts.  The 
business  launched 
the  following  January 
f  and  turned  profitable 
four  months  later. 

Since  then,  the 
newspapers’  agency  says 
it’s  attracted  more  run-of- 


( soon  fade 


William  Dean  Singleton, 
publisher  of  The  Denver  Post, 
holds  a  copy  of  his  paper 
containing  a  packet  pro- 
duced  in  cooperation 
with  Advo 
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Have  you  seen  me^ 


arriage  attracts  new  partners 


Advo  Inc.’s  widely  distributed  ShopWise  “Missing  Child  Card’ 


press  (ROP)  advertising  because  it  can  now 
offer  greater  reach. 

“Advertising  is  more  competitive  these 
days,”  says  Jim  Kleinklaus,  senior  vice 
president  of  advertising  for  Detroit 
Newspapers.  “I  think  you  might  see  more 
surprising  partnerships.”  Today,  seven 
newspapers  have  combined  some  aspects 
of  their  mail  programs  with  Advo’s. 
Encouraged  by  their  success,  Advo  is 
looking  for  other  deals,  with  the  hope  of 
doing  four  or  so  each  year. 

Shared  economic  misery  is  bringing  these 
two  foes  together  on  common  ground.  Total 
newspaper  advertising  revenue  sank  8.97% 
last  year  and  isn’t  soaring  yet.  While  direct 
mail  eked  out  a  0.3%  gain  last  year,  its 
growth  rate  has  slowed.  Many  newspapers’ 
TMCs  are  successful;  others  are  only 
breaking  even. 


But  is  working  with  the  competition  — 
even  in  a  limited  fashion  —  the  best  way  for 
newspapers  to  improve  their  bottom  lines? 

“It’s  a  little  bit  like  sleeping  with  the 
enemy,”  says  Gene  Grant,  former  advertising 
director  at  The  Sacramento  (Calif.)  Bee  and 
creator  of  its  successful  TMC.  “If  I  can  have 
100%  of  the  business,  why  would  I  want  to 
share  the  business  with  a  company  that  is 
my  biggest  competitor?” 


in  the  late  1990s  to  deliver  its  inserts  in  the 
direct  mailer’s  packet.  “We  realized  that  by 
paying  per  piece  to  Advo,  delivery  would  be 
much  cheaper,”  recalls  Bill  Wilson,  who 
helped  set  up  the  deal  when  he  was  Knight 
Kidder’s  head  of  telemarketing. 

The  details  vary  by  market,  but  Advo’s 
main  model  basically  works  like  this:  Both 
sides  keep  their  sales  staffs  separate  but 
combine  their  inserts  into  a  cobranded  Advo 
ShopWise  shared-mail  package,  a  jacket 
stuffed  with  inserts  —  and  topped  with  the 
now-familiar  “Missing  Child  Card”  —  which 
is  then  mailed  to  those  who  don’t  subscribe 
to  the  paper.  Subscribers  get  the  ads 


A  dynamic  duo 

By  reducing  delivery  costs,  which  can 
account  for  as  much  as  70%  of  TMC 
expenses,  newspapers  can  immediately 
improve  their  profitability  via 
an  Advo  deal.  The  Saint  Paul 
(Minn.)  Pioneer  Press  cut  its 
mail-delivery  costs  in  half 
when  it  contracted  with  Advo 


How  the  Advo  deal 
goes  down  in  Denver 


IN  THE  Denver  market,  1.1  million  coincide,  more  or  less,  with 

households  get  a  newspaper/Advo  the  deliveiy  of  Advo  packets 

cobranded  packet  with  their  via  U.S.  mail. 

newspapers  or  in  their  maiiboxes  each  Advertisers  that  want 

week.  Here’s  how  it’s  done.  to  run  inserts  inside  the 

TTie  Denver  Newspaper  Agency,  the  paper  can  still  do  so. 

business  arm  of  The  Denver  Post  and  Safeway  Inc.,  for  one, 

the  Rocky  Mountain  News,  delivers  its  chose  to  distribute  its  An  Advo  w 

,  ,  .  ,,  sorting  am 

self-pnnted  advertising  mserts  to  Advo  inserts  this  way  as  well  as 

by  Wednesday  for  nonsubscriber  dehvery.  by  mail.  However,  it  probably  will  pay  a 
(Clients  that  do  their  own  printing  send  higher  rate.  Liz  English,  who  manages 

their  preprints  to  Advo  themselves.)  Advo  printing  and  distribution  for  major 

assembles  the  packets  'Thursday  and  brings  accounts  for  Denver’s  joint  operating 
them  to  the  U.S.  Postal  Service  Friday.  On  agency,  explains  that  Advo  charges  the 
the  following  Monday,  Advo  hauls  its  agency  a  lower  rate  for  advertising 

newspaper-bound  inserts  to  the  Denver  that’s  delivered  entirely  through  the 
papers’  docks.  'The  packets  are  delivered  cobranded  Denver-ShopWise  package, 
on  top  of  that  Wednesday’s  papers,  to  'That’s  why  the  agency  can  pass  on  a 
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delivered  with  their  newspapers  on  the 
same  day  for  total  household  coverage. 

Those  who  have  shared-delivery  pacts 
with  Advo  claim  they  have  not  only  cut 
costs  but  boosted  the  top  line  as  well. 
Through  its  shared-mail  venture,  Detroit 
Newspapers  brought  in  new  advertisers 
such  as  Meijer  Stores,  Kleinklaus  says. 
And  the  Denver  Newspaper  Agency,  the 
JOA  arm  of  The  Denver  Post  and  the 
Rocky  Mountain  News,  has  cranked  up  its 


deals,  says  the  more-varied  advertising 
content  of  the  packets  makes  the  products 
more  enticing  to  readers  and  thus  more 
likely  to  get  a  response  for  advertisers. 

The  parties  to  these  deals  say  that  while 
they  now  sell  into  the  same  concept,  they 
remain  as  competitive  as  ever  for  ad  dollars. 
Advo’s  Lubin  offers  its  newest  partner,  the 
Connecticut  Post  in  Bridgeport,  as  an 
example.  No  sooner  had  Advo  launched 
a  direct-mail  product  with  the  Post  than 


“We  need  to  be  able  to  reach  that  marketplace. 
[Advo  and  newspapers  are]  both  going  to  be  here. 
Is  there  a  way ...  we  can  do  it  together?”  myron  lubin 

Executive  vice  president,  Advo  Inc. 


weekly  inserts  to  60  from  10  over  the  past 
year  because  of  its  ability  to  reach  more 
households  in  the  market. 

“Our  volumes  have  skyrocketed  this 
year,”  says  William  Dean  Singleton, 
publisher  of  the  Post  as  well  as  vice 
chairman  and  CEO  of  its  parent 
MediaNews  Group  Inc. 

The  potential  for  incremental  growth  is 
one  of  Advo’s  big  selling  points  to  new  s¬ 
papers.  Myron  Lubin,  the  Advo  executive 
charged  with  seeking  more  newspaper 


it  lost  a  client  to  the  paper,  he  says. 

T//e  devil  you  say? 

Given  their  histoiy'  of  mutual  hatred,  the 
idea  of  these  archenemies  sharing  anything 
is  nothing  short  of  eye-popping. 

Advo  is  a  big  part  of  the  reason  many 
newspapers  got  into  direct  mail  over  the 
past  decade.  During  that  period,  news¬ 
papers’  share  of  total  advertising  spending 
shrank  to  19.2%  last  year  from  23.4%  in 
1992  (see  chart,  p.  21).  Some  of  that  money 


^^The  Knight  Center  provides  sources,  colleagues  and 

inspiration  in  one  wonderful  week/ 


-JANE  VON  BERGEN, THE  PHILADELPHIA  INQUIRER 


he  Knight  Center  for  Specialized 
Journalism  offers  fellowships  to  editorial 
writers  for  a  seminar  on  “Civil  Liberties  in 
an  Age  of  Terror.”  Fellowships  cover  the 
seminar,  lodging,  meals  and  partial  travel. 
You’ll  meet  with  experts,  gain  valuable 
sources  and  engage  in  thought-provoking 
discussions  with  other  opinion  writers 
and  columnists  from  around  the  country. 


KNIGHT  CENTER 

for  Specialized  Journalism 


COMING  UP  FOR 
EDITORIAL  WRITERS 

Civil 

Liberties  in 
an  Age  of 
Terror 
■ 

December  4-6 


APPLICATION 
DEADLINE 
OCTOBER  25 


To  apply,  send  three  copies  ea^  of:  a  resume;  an  application  statement  of  500  words  or  less;  a 
supervisor's  strong  nominating  letter  that  also  agrees  to  cover  salary  and  partial  travel:  and  three 
clips.  Broadcasters  send  an  audiotape  orVHS  videotape.  Send  application  to: 


Ta  Apply 


Knight  Center  for  Specialized  Journalism 

University  of  Maryland,  Inn  and  Conference  Center 

3501  University  Blvd.  East,  Adelphi,  MD  20783-8068  ■  (301)985-7279 

knight@umail.umd.edu  m  www.knightcenter.umd.edu 


Funded  by  the  John  S.  and  James  L.  Knight  Foundation,  the  center  is  affiliated  with  the  University 
of  Maryland’s  Philip  Merrill  College  of  Journalism. 


went  to  direct  mail,  especially  Advo,  as 
retailers,  particularly  grocers,  demanded 
i  more  targeted  advertising  as  well  as  the 
ability  to  blanket  an  area.  Shared  mail  also 
offered  small  businesses  a  cheaper  way  of 
I  reaching  audiences  than  ROP,  and  Advo 
rose  to  meet  that  need.  A  newspaper 
executive  w’ho  once  referred  to  his  Advo 
counterparts  as  having  horns  likely  spoke 
for  many  of  his  peers. 

Newspapers  that  had  spent  decades 

trying  to  sell  the  yTitues  of  the 
paid  paper  against  direct  mail 
eventually  decided  to  go 
where  the  money  was, 
buying  or  starting  their  own 
nonsubscriber  advertising 
products.  Tlie  attitude  that 
direct  mail  w'as  “bad  and  dumb  and  didn’t 
work”  suddenly  became  “it’s  a  viable 
option,”  says  Scott  Stines,  a  former  news¬ 
paper  TMC  maven  w  ho  is  now  president 
of  mass2one,  an  e-mail  marketing 
consultancy  based  in  Cedar  Rapids,  Iowa. 

Today,  most  newspapers  have  some  sort 
of  direct-marketing  product,  but  Advo 
remains  their  biggest  rival  in  the  field. 

Direct  mail,  too,  has  its  problems.  The 
industry  charged  ahead  in  recent  years, 
growing  at  a  compound  annual  rate  of  6% 
from  1996  to  2001.  But  U.S.  Postal  Service 
rate  hikes,  the  recession,  and  competition 
from  online  marketers  have  hurt.  The 
industty  ’s  annual  growth  rate  is  expected 
to  slow  to  1.8%  between  2001  and  2006, 
according  to  media  merchant  bank 
Veronis  Suhler  Stevenson  projections. 

Those  pressures  led  Advo  three  years 
ago  to  set  up  a  diversified  business  group 
to  look  for  new  revenue  opportunities, 
including  working  with  new'spapers. 

Lubin,  a  19-year  Advo  veteran 
appointed  to  run  the  new  unit,  thought 
Advo  and  newspapers  could  help  each 
other  in  the  same  way  the  Postal  Service 
and  the  FedEx  Corp.  share  delivery  costs. 

As  he  sees  it,  “We  need  a  national  program. 
We  need  to  be  able  to  reach  that  market¬ 
place.  We’re  both  going  to  be  here.  Is  there 
a  way ...  we  can  do  it  together?” 

Still,  he  wondered  if  any  publisher 
would  want  to  work  out  a  deal  —  or  even 
take  his  phone  call.  He  knew  many  of  them 
continued  to  pooh-pooh  nonpaid  products 
as  having  little  value.  Meanwhile,  Advo 
viewed  its  competition  as  lazy'  from  years  of 
market  domination  and  as  people  who 
cared  more  about  collecting  Pulitzer  Prizes 
than  accounts  receivable.  “We  saw  them  as 
the  devil  incarnate,  and  they  probably  saw 
us  as  the  same,”  Lubin  says. 

Sales  staffers  {continued  on  page  21 } 
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~  Fax :  (646)  654-5312 


MGOLDEN@EDITORANDPUBLlSHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


-FEATURES  AVAILABLE- 


COLUMNS  AVAILABLE 


ANTIQUES  ADVICE  COLUMN  -  Antique 
Talk  by  Wayne  Mattox  is  a  creative,  humor¬ 
ous,  informative  weekly  how-to  article 
geared  toward  that  new  breed  of  readers 
today’s  innovative  newspapers  are  anxious 
to  capture.  5  years  running.  Red  Hot  topic! 
(203)  263-2899  or  2431  website  including 
many  articles;  www.antiquetalk.com 


ILLUSTRATOR/GRAPHIC 
_ ARTIST _ 

EDITORIAL  CARTOONS  CARICATURES, 

illustrations  by  John  Pritchett 
www.pritchettcartoons.com 


-ANNOUNCEMENTS- 


BUSINESS  FOR  SALE 


FOR  SALE;  ESTABLISHED  turrvkey  ceram¬ 
ics  Trophies/Awards  Business.  Ideal 
Home-Based  Operation.  (315)  782-5741 
email:  ncpl979@imcnet.net  Check  this  out 
www.imcnet.net/nco  Pay  us  a  visit! 


_ EDUCATION _ 

WORLD  JOURNALISM  INSTITUTE 

Are  you  interested  in  being  a  Christian  jour¬ 
nalist?  The  World  Journalism  Institute  has  a 
number  of  journalism  courses  scheduled 
throughout  the  year  in  New  York  City,  Wash¬ 
ington,  DC,  Los  Angeles  and  Asheville,  NC. 
Academic  credit  is  available.  Check  us  out  at 
www.worldji.com  We  may  be  right  for  you. 


NEWSPAPER  APPRAISERS 


APPRAISALS/BROKERAGE 
Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356 

WHATS  YOUR  PAPER  WORTH?? 

Free  Confidential  Valuation  at 
www.mediamergers.com 
W.B.  Grimes  &  Co..  (301)  253-5016 
America’s  leading  appraisers  -  Est.  1959 


NEWSPAPER  BROKERS 


Leader  in  Sale 
of  Community 
Newspapers 

Check  our  references 
(214)  265-9300 
Rickenbacher  IVfedia 

673  1  Desco  Dr..  Dallas.  TX  75225 
www.ri  eke  nbacherniedia.com 


America’s  Leading  Brokers  •  Est.  1959 
W.B.  GRIMES  &  COMPANY 
24212  Muscari  Court 
Gaithersburg,  MD  20882 
Larry  Grimes-Pres.  (301)  253-5016 
Wren  Barnett,  South  (828)  749-6397 
Scott  McGraw,  Midwest 
(517)  369-3066 

Stephen  Kiinger,  Southwest/West 
(505)  524-0122 
John  Szefc,  Northeast 
(845)  291-7367 
www.mediamergers.com 

www.editorandpublisher.com 
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NEWSPAPER  BROKERS 

NEWSPAPERS  FOR  SALE 

GAUGER  MEDIA  SERVICE,  INC. 

Appraisals,  Mergers,  Acquisitions 

David  E.  Gauger 

P.O.  Box  627,  Raymond,  WA  98577 
(360)  942-3560,  Fax  (360)  942-9896 

GREGG  K.  KNOWLES 

Knowles  Media  Brokerage  Services 
Appraisals,  Sales,  Acquisitions,  Mergers 
(661)  833-3834,  Fax  (661)  833-3845 
www.media-broker.com 

VERY  ANXIOUS  TO  sell  well-established 
weekly  in  beautiful,  growing  Idaho  resort 
area,  email:  greatweekly@yahoo.com  tor 
details. 

WEEKLY  GROUPS  In  Illinois,  Ohio,  North 
and  South  Dakota,  Missouri  and  Nova 
Scotia;  also  a  dozen  small  independent  Mid¬ 
western  and  Western  weeklies.  Free  List. 
John  E.  van  der  Linden,  Broker 

P.O.  Box  275,  Spirit  Lake,  lA  51360 

MEDIA  AMERICA  BROKERS 

The  Pinnacle,  Suite  500 

3455  Peachtree  Road,  NE 

Atlanta,  GA  30326-3236 
(404)  995-7088  Fax  (404)  995-7089 

Lon  W.  Williams 

(712)  336-2805 

EAST  TEXAS  WEEKLY,  growing  area, 
large  beautiful  lake,  larger  towns  nearby, 
metro  two  hours  away.  Bill  Berger,  Associ¬ 
ated  Texas  Newspapers,  (512)  476-3950, 
1801  Exposition,  Ajstin,  TX  78703. 

MICHAEL  D.  LINDSEY 

www.publicationstorsale.com 
(307)  772-0003,  Fax  (307)  772-0004 

For  a  list  of  Properties,  tor  sale  go  to 
www.mediamergers.com 

W.B.  Grimes  &  Co.-  Est.  1959 

THOMAS  C.  BOLITHO 

BOLITHO  MEDIA  SERVICE 
"A  tradition  of  service  to 
community  newspapers” 

(580)  421-9600 

P.O.  Box  1985,  Ada.  OK  74821 
www.bolitho.com 

NEEDED:  HARDWORKING  COUPLE  conv 
mitted  to  quality  journalism.  Illness  requires 
sales  of  award-winning  northern  New  Englanc 
weekly.  $260,000-$280,000  gross. 

Box  2914,  Editor  &  Publisher  Classified 
770  Broadway  7th  Floor 

New  York,  NY  10003 

NEWSPAPERS  FOR  SALE 

COUNTY-SEAT  weekly  in  Pacific  North¬ 
west.  Established,  solid,  lots  of  potential. 
$250,000  gross.  Mild  coastal  climate. 

E-mail:  weeklypub@yahoo.com 

NEWSPAPERS  WANTED 

WANTED  TO  PURCHASE:  Small-town  news¬ 
papers  with  paid  circulation  4,000  or  above 
by  award-winning  norvpublic  group  that  wil 
treat  your  employees  and  your  community 
as  well  as  you  have  done. 

Box  2036,  Editor  &  Publisher 

770  Broadway,  7th  FI,  NY,  NY  10003 

TWO  WEEKLIES  with  shopper  available  m 
Southern  Michigan.  $400,000  plus  gross. 
Write  to:  Newspapers,  4435  W.  Saginaw, 
Suite  204,  Lansing,  Ml  48917. 

NEWSPAPER  BROKERS 

NEWSPAPER  BROKERS 

Brokers  and  appraisers  for  79  years  > 

Thousands  of  papers  sold  and  appraised  since  1923 

Confidential  appraisals  for  estate,  ESOP,  bank,  stock,  assets. 

John  Cribb  •  Jim  Hicks 
Tom  Karavakis  •  Gary  Greene 


Publication  Brokerage  &  Appraisal 

104  East  Main,  Suite  402,  Bozeman,  MT  59715  ♦  (406)  586-6621  •  FAX  406-586-6774 


If  you  don’t 
see  a  category 
that  fits  your  ne 
please  call  us  at  888.8  25.9149. 
For  space/material  deadlines  call: 

Hazel  Preuss  at  646.654.5302 

- details  at  www.editorandpublisher.com 


CLASSIFIED 

A  DVERTISERS 


3ds. 


CRIBB 

&  ASSOCIATES 


-EQUIPMENTS  SUPPLIES- 


EQUIPMENT  FOR  SALE 

REMANUFACTURED  HEIDELBERG 
1472  Inserter 

Features  include;  dual  delivery  with  NPlOO 
gripper,  5  into  1  double  delivery,  13  into  1 
single  delivery,  brand  new  rotor,  and  Icon 
Automatic  Repair  System.  This  machine  is 
currently  installed  in  Idaho.  The  asking 
price  is  @225,000.00  (hardware  alone)  and 
is  negotiable.  Installation  and  shipping  not 
included.  This  machine  was  completely  re¬ 
built  one  year  ago.  For  more  information 
contact  Joe  Higgins  at  813-%9-2253  or 
email  to  joe@craftsmansystems.net 


WEB  PRESSES  &  AUXILIARIES 

www.graphicmachinesales.com 
(815)  6484611  or  tax  (815)  648-2856 


MAILROOM 


BUY/SELL/Aa  MAILROOM  EQUIPMENT 

Muller  Martini/Rima/Quipp 
Harris/Heidelberg/Hall 
Stitcher/Trimmers  &  Inserters 
Joe  Scott  &  Associates,  Inc. 

(256)  997-9355  Fax  (256)  997-%56 


GENICOM  MODEL  5100  Line  Printer 
1000  lines  per  minute.  Completely  Refur¬ 
bished.  30  Day  Warranty.  $3000.  (915) 
9494611. 


NFWSTFC,  INC 

Specializing  in  SLS/Muller  Martini 
and  Heidelberg  Inserting  Systems 

•  Spare  Parts  •  Training  •  Installation 

•  Mailroom  •  Systems  •  Inserter  Controls 

•  Buy/Sell  Used  Mailroom  Equipment 
Terry  Connors,  Director  of  Sales 

Phone;  (508)  850-7945 
Fax:  (508)  850-7951 
www.newstec.com 


PRESSES 


D0N7  SELL  YOUR  PRESS 
Until  You  Contact 

Newman  International,  L.L.C. 

Web  Press  Sale 

■Worldwide  Marketing  of  Commercial 
Web  and  l^wspaper  Web  Presses’ 
PRESSES  WANTED;  HARRIS  V25  V22 
VI 5A  VI 50  or  845;  KING  Process  Color 
or  Daily;  GOSS  Community  Urbanite 
Metro;  SOLNA  030  C% 

Tel:  (913)  648-2000 
Fax;  (913)  648-7750 


MOST  EXTENSIVE  SELECTION  OF 

USED  NEWSPAPER  PRESSES 
ON  THE  INTERNET  AT 
www.webpresses.com 


SELLING,  REBUILDING, 
CUSTOMIZING  and  INSTALLING 
newspaper  presses  since  1910 

INLAND  NEWSPAPER 
MACHINERY  CORPORATION 

For  a  complete  list  of  presses 

(913)  492-9050  or  (913)  492-6217 

www.inlandnews.com 
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-INDUSTRY  SERVICES- 


-HELP  WANTED- 


CIRCULATION  SERVICES 


PRESSROOM  SERVICES 


ACADEMIC 


ADMINISTRATIVE 


40  YEARS  NEWSPAPER 
EXPERIENCE 


Metro  News  Service,  Inc. 
Nationwide  TELEMARKETING 
Cutting-Edge  Technology 
Horace  Southward/Eric  Southward 
(800)950-8475 
www.metro-news.com 


CIRCUUTION  III  PROMOTIONS,  INC. 

Your  telemarketing  partner  into  the  21st 
century!  Bob  Price:  (949)  760-3939 
Circulationiji.com 


INCREASE  SINGLE  COPY  SALES  with  an 
established  street  Corner  Hawking  and  Spe¬ 
cial  Events  company.  Upscale  Sales  Inc. 
(619)  973-8324  Fax  (760)  788-7446  E-mail 
K_Larko@msn.com 


MARKETING  PLUS  INC. 

Telemarketing  specialists  in  circulation 
development.  Custom  programs  for  any 
size  publication.  State  of  the  art 
predictive  dialer.  We  have  many  years  of 
experience  delivering  Quality  plus 
Quantity  sales!  Phone:  (732)  738-5100 
FAX:  (732)  738-5115 
E-mail:  mpi@marketingplusinc.com 
www.marketingplusinc.com 
Member  of  the  USA  Chambers  of  Commerce 


PRO  STARTS 

PROFESSIONALTELEMARKETING  SERVICES 
FOR  BUILDING  CIRCULATION 
TOM  ZGONC  (800)  776-6397 

WWW.PROSTARTS.COM 

THE  KIOSK  PROGRAM 

Professional  Store  Subscription  Sales 
(614)  764-2209 
mpaeschrpaesch@netscape.net 

WESTPARK  DIRECT 

Intelligent  Circulation  Marketing 

www.westparkdirect.com 


COMPUTER  SOFTWARE 


COMPUTER  SYSTEMS  FOR  PUBLISHERS 

SM4  for  Contact  Management,  Print  or 
Web  Ad  Sales.  Production,  Billing,  Invoicing 
and  Accounting. 

•  SUB4  for  Subscription  Fulfillment. 

•  CATS  for  Competitive  Advertising. 

•  Custom  programming  available. 

Take  a  test  drive!!  See  it  at: 

www.publishing.abelson.com 
or  Call  Susan  or  Glenn  at  (516)  596-9610 


SOFTWARE  for  AR,  classifieds 
scheduling  &  circulation.  Fake  Brains 

(303)  791-3301  www.fakebrains.com 


CONSULTANTS 


WANT  TO  GROW  SINGLE  COPY?  Let  us 

train  your  field  staff  to  grow  that  number 
Dynamic  Achievers  (404)  261-9968 
carol@dynamicachievers.com 


GRAPHIC  DESIGN  SERVICES  [ 


A  LITTLE  MISTAKE  that  cost  a  newspaper  j 
$40,000  last  year.  Unfortunately,  they  ; 
didn't  know  about  dailynewsgraphics.com. 
We  provide  fast,  reliable,  customized  graphics 
for  your  newspaper  at  30%  -  50%  savings. 
Visit  us  at  www.dailynewsgraphics.com  or  call 
(909)  338-3331. 


PRESSROOM  CLEANING  PROBLEMS? 

Dirty  presses,  ceilings,  walls,  beams?  Unsafe 
floors,  catwalks  and  ladderways?  Dirty 
handling  systems,  duct  work? 

Daily  Service  Contracts 
One  Time  Service 
ALL  WORK  DONE  TO  YOUR 
COMPLETE  SATISFACTION 
40  Years  experience! 
PRESSROOM  CLEANERS 
CALL  TOLL  FREE  (800)  657-2110 


SALES 


SALES  MANAGERS  -  Sales  People 
Generate  New  Business  Today! 

$395  Total  Cost  -  No  Additional  Fees 
Candidate  Database  98%  Currently  Employed 
www.MediaRecruiter.com 


-HELP  WANTED- 


ACADEMIC 


DIRECTOR  OF  PULLIAM 
SCHOOL  OF  JOURNALISM 
The  Pulliam  School  of  journalism  at  Franklin 
College  is  seeking  a  director.  PSJ  is  a  fully 
endowed  undergraduate  journalism  school 
with  150  majors  in  a  four-year,  private  liber¬ 
al-arts  college  of  1,000  students  offering 
sequences  in  news-editorial,  advertising- 
public  relations,  broadcast  journalism  and 
visual  communications.  Located  in  the  Indi¬ 
anapolis  metro  area,  PSJ  also  houses  the 
Indiana  High  School  Press  Association. 

The  ideal  candidate  will  have  practical  expe¬ 
rience  in  the  field  of  journalism  and  will 
bring  evidence  of  innovative  and  creative 
leadership  to  the  position.  Additionally,  this 
person  will  possess  experience  in  the  fol¬ 
lowing  areas:  administration/management, 
classroom  teaching,  and  fund-raising.  The 
successful  candidate  must  be  comfortable 
with  new  media  and  media  convergence  as 
well  as  the  small  college,  liberal-arts  envi¬ 
ronment.  The  successful  candidate  must  be 
able  to  represent  the  Pulliam  School  of 
Journalism  to  internal  and  external  constit¬ 
uents,  help  raise  the  visibility  of  the 
program  and  work  collaboratively  with  six  j 
FT  faculty  and  support  staff  of  three.  Teach¬ 
ing  students  is  the  first  priority  of  the 
faculty,  but  PSJ  strongly  supports  research 
and  professional  development.  The  director 
will  teach  one  course  per  semester  in  some 
area  of  journalism  and  will  work  with  the 
college’s  other  division  heads.  This  is  a  ten¬ 
ure-track  position.  Master’s  required.  Ph.D. 
preferred.  See  our  Web  site: 

http://psj.franklincollege.edu 
We  would  like  for  the  director  to  assume 
duties  in  August.  Applications  received  by 
November  1,  2002,  will  receive  full  consid¬ 
eration.  Send  letter  of  interest,  curriculum 
vitae,  three  letters  of  reference,  and  graduate 
transcripts  to  Professor  Susan  Fleck, 
Pulliam  School  of  Journalism,  Franklin  Col¬ 
lege,  501  E,  Monroe  Street,  Franklin,  IN 
46131. 

Franklin  College,  an  AA/EOE  employer,  is 
committed  to  diversity  and  equality  in 
education  and  employment. 


SEAHLE  UNIVERSITY  seeks  tenure-track 
Assistant  Professor  of  Journalism  beginning 
Fall,  2003.  Qualifications:  significant  profes¬ 
sional  journalism  experience  plus  at  least  an 
MA  in  journalism  or  mass  communication, 
teaching  ability,  and  potential  for  scholarly 
or  professional  work.  Please  see  the  full  po¬ 
sition  description  at: 

http://www.seattleu.edu/artsci/ 
communication/journalismjob.htm 
or  contact  Chair,  Communication  Depart¬ 
ment,  Seattle  University,  900  Broadway, 
Seattle,  WA  98122.  Seattle  University  is  an: 
Equal  Opportunity 
Affirmative  Action  Employer 

UNIVERSITY  OF  CALIFORNIA,  IRVINE 
Department  of  English  and 
Comparative  Literature 
LITERARY  JOURNALISM 

We  seek  a  SCHOLAR/WRITER  with  an  excel¬ 
lent  record  of  publication  and  teaching  to  di¬ 
rect  a  new  undergraduate  major  in  Literary 
Journalism  and  to  join  a  department  with 
highly  ranked  programs  in  English,  Compar¬ 
ative  Literature,  and  Creative  Writing. 

The  new  major  will  complement  a  planned 
Ph.D.  Emphasis  in  Creative  Nonfiction.  The 
successful  candidate  will  teach  in  both  pro¬ 
grams  and  will  have  the  opportunity  to 
shape  an  exciting  new  program  in  a  distin¬ 
guished  department. 

Position  is  funded  up  to  advanced  associate 
professor.  Appointment  to  begin  1  July 
2003.  Advanced  degree  in  journalism, 
Ph.D.,  or  MFA  required. 

Send  letter  of  application,  vita,  and  the 
names  of  three  references  or  a  dossier  (if 
readily  available)  to  Linda  Georgianna, 
Chair,  Search  Committee,  Department  of 
English  and  Comparative  Literature,  Univer¬ 
sity  of  California,  Irvine,  CA  92697-2650. 

We  will  be  available  for  interviews  at  MLA. 
Applications  must  be  postmarked  by: 

15  November  2002. 

UCI  is  an  EOE  committed  to  excellence 
through  diversity. 


ADMINISTRATIVE 


GROWING  Zone  8  business  paper  in 
growing  market  seeks  hands-on 
PUBLISHER.  Paper  is  positioned  for  great 
growth  but  needs  leader  who  can  stimulate 
small  business  community.  Must  be  able  to 
lead  strong  sales  staff  in  addition  to  contin¬ 
uing  to  develop  the  product.  Publisher  will 
be  the  CEO.  Must  have  management  experi¬ 
ence.  Send  resume  to  Box  3045,  Editor  & 
Publisher  Classified,  770  Broadway,  7th 
Floor,  New  York,  NY  10003. 

MERGERS  AA^ISmONS 
Leading  national  firm  seeks  to  add  Associ-  j 
ates  to  handle  Western  and  Midwestern  re¬ 
gions.  Candidates  should  possess  well- 
rounded  publishing  background  and  strong 
financial  acumen.  Must  be  sales-driven  and 
energetic  with  deep  rolodex.  Commission- 
only  position  with  exceptional  earnings  po¬ 
tential.  Forward  cover  letter  with  resume  to:  i 
Larry  Grimes,  W.B.  Grimes  &  Company  j 
Lgrimes299@aol.com 


PUBLISHER 

Family-owned  newspaper  company  is 
looking  for  a  community  newspaper  publisher 
for  its  semi-weekly  newspaper  in  Thomson, 
GA,  two  hours  east  of  Atlanta.  We’ve 
owned  the  paper  for  25-years.  10-unit 
press,  nice  community  of  8,000.  Staff  of 
around  15-18.  Grossing  right  at 
$1,000,000.  Pay  is  a  base  salary  plus  a  bo¬ 
nus  of  a  share  of  the  profits.  Automobile, 
life  insurance  and  health  insurance  are 
among  the  perks.  Respond  by  E-mail  to 
mike@lminews.com  or  write  Michael 
Schuver,  Lancaster  Management,  Inc.,  P.O. 
Box  609,  Gadsden,  AL  35902  or  call  (256) 


ADVERTISING 


CLASSIFIED 

RECRUITMENT  SALES  MANAGER 
Philadelphia  Newspapers,  Inc.,  publisher  of 
The  Philadelphia  Inquirer  and  Daily  News  is 
looking  for  a  Classified  Recruitment  Sales 
Manager.  This  position  is  responsible  for  In¬ 
side  and  Outside  Recruitment  sales  along 
with  Commission  and  Agency  sales.  This 
person  would  be  expected  to  achieve  sales 
goals,  develop  business  knowledge  and 
new  programs,  grow  accounts  in  order  to 
increase  market  share,  control  adjustments 
and  makegood  ads  and  improve  customer 
service.  Job  requirements  include  classified 
employment  recruitment  sales  management 
experience,  familiarity  with  the  human  re¬ 
sources  community  would  be  a  definite 
plus.  Candidates  should  be  results  oriented, 
possess  excellent  coaching  skills,  prospec¬ 
ting,  cold  calling  and  closing  skills,  written 
and  verbal  communication  skills  and  be  PC 
literate.  Bachelor’s  degree  preferred.  Cover 
letter  and  resume  to  Kathy  Budzichowski: 
kbudzichowski@phillynews.com 
Philadelphia  Newspapers 
400  North  Broad  Street 
Philadelphia,  PA  19101 


RETAIL  ADVERTISING  MANAGER 
The  Jackson  Sun,  a  42,000  Sunday  circula¬ 
tion  daily  newspaper,  is  looking  for  a  Retail 
Advertising  Manager.  Leading  the  retail 
sales  team,  the  successful  candidate  will 
work  closely  with  major  accounts  and  retail 
territories.  Duties  include  creating 
proposals  to  meet  the  clients’  print  and 
online  needs  to  grow  our  active  account 


Requirements:  3  years  of  solid  newspaper 
management  experience,  excellent  commu¬ 
nication  and  sales  motivation  skills.  Out¬ 
standing  customer  relations  and  presentation 
skills  required.  Must  have  demonstrated  lead¬ 
ership  skills  and  show  proven  ability 
to  analyze  business  trends  and  interpret 
market  research  to  support  sales  efforts. 

The  Sun  is  located  in  Jackson,  Tennessee, 
a  beautiful  growth  market  between 
Memphis  and  Nashville.  We  offer  exceptional 
benefits  and  a  generous  compensation/ 
bonus  package.  Direct  all  correspondence 
to  Human  Resources  at: 

jobs@jacksonsun.com 
Or  by  fax  to  (731)  425-9642 


"The  new.spaper  can  become  the  rock  of  the  community,  .separating  water-cooler  talk  from  the  truth.” 

-Dan  Rather,  CBS  News  anchor,  1998 
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ADVERTISING 


CLASSIFIED  ADVERTISING  MANAGER 
The  Quad  City  Times  -  Davenport,  lA 

Lee  Enterprises,  Inc.  (www.lee.net,  | 
NYSEIEE)  a  publicly  traded  newspaper,  [ 
online,  shopper  and  specialty  publications  i 
media  company,  seeks  an  experienced,  , 
hands-on  Classified  Advertising  Manager  to  I 
join  one  of  the  largest  of  our  45  daily  news-  ' 
papers.  The  Quad  City  Times. 

(www.qctimes.com). 

The  award  winning  Quad  City  Times,  based  ■ 
in  Davenport,  lA,  has  a  daily  circulation  of 
52,600  and  Sunday  circulation  of  70,600. 
The  Quad  Cities  (Cities  of  Davenport  &  i 
Bettendorf  in  Iowa,  and  Rock  Island,  Moline  ’ 
and  East  Moline  in  Illinois)  is  a  vibrant  and  : 
growing  market  of  350,000  split  down  the 
middle  by  the  mighty  Mississippi  River. 
Reporting  to  the  VP,  Sales  &  Marketing,  the 
Classified  Advertising  Manager's  responsi¬ 
bilities  include  all  direct  and  telemarketing  I 
classified  sales  efforts  for  the  Quad  City  I 
Times  daily  and  Sunday  classified  section 
as  well  as  on-line  and  niche  products.  i 

We  seek  candidates  with  proven  track  rec¬ 
ords  in  leading  a  sales  team  to  success,  a  | 
leader  with  a  marketing  focus  who  under-  j 
stands  what  our  customers  want,  and  can 
deliver  products  and  services  to  meet 
those  expectations.  Classified  sales  experi-  j 
ence,  preferably  in  print  media  and  sales  i 
management  or  leadership,  is  required.  Ex-  ; 
cellent  written  and  oral  communication 
skills  and  the  ability  excel  in  a  fast-paced 
environment  is  necessary. 

The  Classified  Advertising  Manager  position 
offers  a  competitive  salary,  performance 
bonus  and  excellent  benefits  package.  If 
you  are  a  go-getter  yearning  to  join  an  or¬ 
ganization  focused  on  building  for  the 
future,  please  send.  E-mail  or  fax  a  cover  | 
letter  and  resume  with  salary  requirements  ' 
to;  i 

Quad-City  Times  i 

Human  Resources  Department  i 
Attn:  Classified  Advertising  Manager  ! 

500  E.  Third  Street,  Davenport,  lA  52801 
E-mail:  sdickey@qctimes.com 

Fax:  (563)  383-2223  ! 

The  Quad-City  Times  is  a  ' 

Drug  Free  Employer.  EOE 


ADVTIRTISING 


ADVERTISING 


PASADENA  STAR-NEWS 
SAN  GABRIEL  VALLEY  TRIBUNE 
WHITTIER  DAILY  NEWS 

DISPLAY  ADVERTISING  DIRECTOR 
The  San  Gabriel  Valley  Newspaper  Group 
(110,000  circulation)  is  seeking  a  Display 
Advertising  Director  to  lead  a  40-person 
sales  team  in  an  exciting  local  retail  environ¬ 
ment.  You'll  be  with  the  market  leader  facing 
a  variety  of  competitors  and  will  enjoy 
introducing  new  sales  ideas  to  remain  on 
top. 

Responsibilities  include  achieving  the  revenue 
budget,  managing  the  expense  budget, 
implementing  sales  strategies  to  grow 
existing  customers  and  creating  ideas  to 
develop  new  revenue  sources.  Reports  di¬ 
rectly  to  the  publisher. 

Leadership  and  excellent  communication 
skills  are  required  as  you  train,  motivate 
and  develop  your  staff.  You'll  have  a  growing 
New  Media  department  to  create  online 
revenue  opportunities  and  receive  strong 
marketing  support. 

You'll  have  career  growth  potential  as  well. 
SGVNG  is  part  of  the  Los  Angeles  Newspaper 
Group  which  operates  other 
newspapers  in  Southern  California,  has  a 
Majors  and  National  sales  team,  and  is  part 
of  MediaNews  Group. 

We  offer  a  competitive  compensation  pro¬ 
gram  and  excellent  benefits  package  includ¬ 
ing  a  401(k)  plan,  etc.  Send  your  cover  letter 
and  resume  to: 

FAX:  (626)337-0514 
E-mail:  andy.hernandez@sgvn.com 
Andy  Hernandez-Human  Resources 
San  Gabriel  Valley  Newspaper  Group 
1210  N.  Azusa  Canyon  Road 
West  Covina,  CA  91790 
EQUAL  OPPORTUNITY  EMPLOYER 


TALENTED  MANAGERS  NEEDED! 

Are  you  somewhat  under-appreciated  in 
your  current  position?  Need  a  fresh  challenge 
or  change  of  scenery  to  a  new  environment? 
We've  got  some  great  ones! 

www.BrehmCommunications.com 
Check  out  our  “unique  market" 
opportunities. 


ADVERTISING 


ACCOUNT  MANAGER 

Scarborough  Research,  the  nation's  premier  provider  of  qualitative  consumer  research,  is 
seeking  an  Account  Manager  in  our  Chicago  office  to  join  our  team.  This 
position  requires  extensive  travel  to  train  and  service  our  Print,  Sports,  Internet  and 
Public  Radio  clients.  Candidate  must  have  a  clear  understanding  of  inductive 
learning  principles  and  possess  strength  in  presenting  and  facilitating  a  training  program. 
Advertising  Sales  and  Marketing  or  research  experience  is  a  plus.  We  have  a 
competitive  benefits  program.  Please  send  your  resume  with  salary  requirements 
(required  or  resume  will  not  be  considered)  to: 

dmorisie9scarboroiigh.com 
Or  fax  to  (21 2)  593-41 20 
M/F  EOE 


It ’s  a_  Classified  Secret! 

We’ll  never  reveal  the  identity  of  an  E&P  box  holder 


ADVERTISING 


NO  WINTER  HERE! 

CLASSIFIED  ADVERTISING  MANAGER 
Southern  California 

Great  opportunity  at  100,000  circulation 
metropolitan  newspaper  on  coast  of  Southern 
California.  The  Long  Beach 
Press-Telegram,  a  MediaNews  Group  news- 
!  paper  seeks  a  results  and  customer-driven,  ; 

:  high-energy  leader  to  manage  40  members 
!  of  our  automotive,  real  estate,  recruitment, 

!  voluntary/legal  and  online  operations, 
i  Must  have  experience  overseeing  the  activi¬ 
ties  of  the  classified  department  sales  staff, 

I  support  groups  and  managers.  Must  plan 
;  and  implement  budget  strategies  to  achieve 
!  goals  in  revenue  and  expenses  for  all  com¬ 
pany  product  lines,  while  stressing  the  high¬ 
est  level  of  customer  service  and  satisfaction 
within  all  authority  areas. 

Candidates  should  have  a  proven  track  rec- 
j  ord  in  leading  a  sales  team  ro  success, 
j  while  delivering  product  and  services  to  | 
;  meet  customer  expectations.  Classified  ! 
I  sales  experience,  preferably  in  print  media 
is  required.  Must  have  excellent  written 
and  oral  communication  skills  and  the  ability 
to  excel  in  a  fast-paced  environment. 

Must  possess  the  ability  to  manage,  motivate 
!  staff  and  understand  advertiser’s  business 
and  marketing  goals  and  to  implement 
that  knowledge  into  successful  sales  strate- 
:  gies.  Must  have  knowledge  of  marketing, 
competitive  media  and  newspaper  technolo¬ 
gy.  Possess  ability  to  address  groups. 

A  four  year  degree  from  an  accredited  col- 
I  lege  or  university  in  a  marketing  related 
!  field  or  other  relevant  experience  is  pre- 
j  ferred.  A  minimum  of  2  years  of  management 
overseeing  and  support  functions  with 
I  a  media  company  preferred, 
j  This  CAM  position,  with  a  top  performing  | 
j  paper,  offers  a  competitive  salary,  perfor-  ' 
mance  bonuses  and  an  excellent  benefits  i 
I  package  that  includes  401(k).  Additional  bo-  ; 
i  nuses  include:  never  having  to  shovel  snow  j 
again,  selling  all  your  winter  clothes,  putting  j 
,  up  with  330  days  of  sunshine  and  seeing  ^ 
I  the  ocean  most  everyday.  i 

j  If  interested,  please  send.  E-mail,  mail  or 
'  fax  a  cover  letter  and  resume  with  salary  re-  I 
I  quirements  to: 

Long  Beach  Press-Telegram 
Human  Resources  Department 

CAM  Position  ■ 

604  Pine  Avenue,  Long  Beach,  CA  90844 
j  E-mail:  hrjobspt@presstelegram.com 
j  FAX:  (562)  499-1377 

I  No  phone  calls,  please 


!  ADVERTISING  SALES  MANAGER 
I  The  Bucks  County  Courier  Times, 
j  Levittown,  PA,  is  searching  for  an  experi- 
j  enced  Advertising  Sales  Manager.  We  are  i 
!  located  in  the  highly  competitive  suburban 
!  Philadelphia  market.  The  ideal  candidate 
i  should  have  prior  managerial  experience, 

;  be  aggressive,  creative  and  demonstrate 
I  hands-on  leadership  abilities.  Please  send 
j  resume,  along  with  salary  requirements,  in 
I  confidence  to: 

I  Timothy  J.  Birch,  Advertising  Director 
I  Bucks  County  Courier  Times  ' 

j  8400  Route  13,  Levittown,  PA  19057 

E-mail:  tbirch@phillyBurbs.com  , 

Fax:(215)269-3303 
Equal  Opportunity  Employer 


ADVERTISING 


VICE  PRESIDENT  CLASSIFIED  ADVERTISING 
Star  Tribune  Company,  Minneapolis,  MN 

Star  Tribune  is  currently  in  search  of  a 
strong  newspaper  industry  leader  to  direct 
and  coordinate  all  aspects  of  classified  ad¬ 
vertising  for  Star  Tribune  Sales  and  Marketing 
division.  This  position  is  accountable 
for  maintaining  and  building  relationships 
with  key  customers,  identifying  marxet  po¬ 
tential  for  product  development  and 
ensuring  delivery  and  execution  of  Star  Trib¬ 
une  strategic  goals  and  objectives. 

Qualified  candidates  must  posses: 

•  8-I-  years  in  newspaper  advertising  manage¬ 
ment  with  a  proven  track-  strongly  prefer  clas¬ 
sified  experience.  Related  print  media  indus¬ 
try  experience  may  be  considered. 

•  Strong  leadership  ability  and  communica¬ 
tion  skills  that  work  effectively  across  the 
organization  and  with  external  customers. 

•  Operational  expertise  in  forecasting, 
budgeting,  planning. 

•Degree  in  advertising,  marketing,  business 
or  related  field  or  equivalent  experience 
required,  MBA  strongly  preferred. 

If  interested,  please  submit  cover  let¬ 
ter/resume  to  job  #395.  For  more  informa¬ 
tion  go  to:  startribunel.com/company. 

All  inquiries  will  be  held  in  confidence. 
Star  Tribune 
425  Portland  Avenue 
Minneapolis,  MN  55488 
Fax:  (612)673-7140 
E-mail:  jobs@startribune.com 
Equal  Opportunity/Affirmative 
Action  Employer 


RETAIL  ADVERTISING  MANAGER 
The  Antelope  Valley  Press  is  seeking  an  ex¬ 
perienced  individual  to  lead  our  Retail  Ad¬ 
vertising  sales  team  to  implement  creative 
sales  strategies  and  build  alliances  with  ad¬ 
vertisers.  The  position  requires  the  ability 
to  direct,  coach,  and  motivate  the  sales 
staff  to  partner  with  clients  to  grow 
business  and  increase  revenue.  Three  to 
five  years  of  sales  leadership  experience  in 
newspaper  advertising,  as  well  as  prior 
management  experience  required.  Strong 
communication  and  presentation  skills  a 
must.  Contact:  Personnel,  Antelope  Valley 
Press,  P.O.  Box  4050,  Palmdale,  CA 
935904050. 


ADVERTISING  DIRECTOR 
The  Maryland-Delaware-DC  Press  Association 
seeks  an  energetic  advertising  sales  director 
to  lead  Its  one-order/one-bill  display 
ad  service.  Great  opportunity  for  an  aggres¬ 
sive  pro  looking  for  the  challenge  of  leading 
the  association’s  ad  department  and  taking 
a  successful,  6-year-olcl  sales  operation  to 
higher  level.  Minimum  5  years  experience  in 
newspaper  ad  sales  or  agency  print-media 
buying.  Degree  preferred.  This  motivated 
go-getter  will  sell  to  agencies  and  advertisers 
and  will  place  those  ads  in  newspapers 
throughout  the  MDDC  region  and  beyond. 
Excellent  compensation  and  benefits. 

Send  resume  and  salary  history  by  October 
7.  to  MDDC  PA,  2191  Defense  Highway, 
Suite  300,  Crofton,  MD  21114.  Fax:  (410) 
7214557.  E-mail: 

mlautieri@mddcpress.com  EOE 
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www.editorandpublisher.com 


Phone:1-888-825-9149  '  CLASSIFIED  ADVERTISING  ~  Fax :  (646)  654-5312 
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-HELP  WANTED- 


CIRCULATION 


CIRCULATION  MANAGER 
Manage  a  hand  and  automated  inserting 
system  with  expertise  on  Kirk-Rudy 
inserters  and  mail  delivery  system  for  NY 
Tri-State  Shopper.  Contact  Larry  Ross: 

(914)  592-5222  Fax  (914)  592-3646 
CIRCULATION  MANAGER 
The  Norwich  Bulletin,  a  Gannett  newspaper 
in  eastern  Connecticut,  is  seeking  a 
qualified  individual  to  provide  outstanding 
customer  service  and  circulation  growth. 
This  position  reports  to  the  Circulation  Di¬ 
rector,  and  is  responsible  for  developing 
and  implementing  strategies  to  effectively 
manage  the  subscriber  database,  achieve 
sales,  service,  collections,  volume  and  ex¬ 
pense  goals,  promote  single  copy  growth 
initiatives;  and  develop  our  nonsubscriber 
program. 

Five  or  more  years  of  successful  experi¬ 
ence  in  circulation  operations  management, 
strong  communication  and  organizational 
skills  and  a  degree  in  business  or  related 
field  are  required.  This  position  includes  a 
competitive  salary,  bonuses  and  excellent 
benefits.  To  apply,  send/fax  your  resume 
to:  Human  Resources,  Norwich  Bulletin,  66 
Franklin  Street,  Norwich,  CT  06360,  fax 
(860)  885-1312  or  E-mail  to: 

jobs@norwichbulletin.com 

CIRCULATION  SALES  MANAGER 
An  Upstate  New  York,  independent  newspa¬ 
per  IS  looking  for  a  highly  motivated,  results 
oriented  Circulation  Sales  Manager  to  over¬ 
see  all  sales  aspects  of  the  paper. 

This  individual  will  report  to  the  Circulation 
Manager,  and  will  be  responsible  for  growing 
readership  and  developing  sales  plans 
to  build  home  delivery  and  single  copy 
sales,  as  well  as  develop  sales  strategies 
for  special  promotions,  and  retention  pro¬ 
grams. 

The  ideal  candidate  will  have  management 
experience  in  the  newspaper  business,  and 
have  demonstrated  a  track  record  of  success 
in  growing  circulation.  The  company 
offers  a  pension,  401(k)  and  benefit  package. 
Submit  resume  and  salary  requirements  to: 

Box  3041,  Editor  &  Publisher  Classified 
770  Broadway,  7th  Floor 
New  York,  NY  10003 


FUNDRAISER 

Fundraiser  needed  to  develop  strong  spon¬ 
sorship  base  for  The  New  York  Post  news¬ 
paper  in  education  (NIE)  program, 
“Classroom  Extra”.  Candidate  should  be 
goal  orientated,  self  motivated  and  possess 
outstanding  communication  and  public  rela¬ 
tions  skills.  Sales  and  fundraisin^event  co¬ 
ordination  experience  a  must.  Can  initiate 
and  implement  fundraising  programs.  News¬ 
paper  experience  not  necessary  but  pre¬ 
ferred.  Fast-paced  environment.  Must  have 
own  vehicle  and  able  to  travel  (minimal). 
Please  fax  your  resume  to  (718)  742-3050 
referring  to  Job  #  NIES  or  E-mail  to: 
sarena@nypost.com 


CIRCULATION 


MANAGER 

Manager  needed  to  develop  strong  spon¬ 
sorship  base  for  large  metro  newspapers 
Newspaper  in  Education  program  (NIE).  Ex¬ 
perience  in  fundraising  with  a  private  organi- 
zation/non-profit  organization  a  plus.  Must 
be  able  to  initiate  and  implement 
fundraising  programs,  do  cold  calls,  network 
j  with  sponsors,  and  strengthen  educational 
'  programs.  Must  have  experience  in 
sales  and  fundraising/event  coordination. 

‘  NIE  experience  not  necessary  but 
I  preferred.  Candidate  should  be  goal  orien- 
I  tated  and  self  motivated,  possess  outstand- 
I  ing  communications  and  public  relations 
1  skills,  and  able  to  work  in  a  fast-paced  envi- 
i  ronment.  Please  send  resume  to  Box  3052, 
I  Editor  &  Publisher  Classified,  770 
;  Broadway,  7th  Floor,  New  York,  NY  10003. 


EDITORIAL 


i  A.C.E. 

j  YOUR  FIRST  EDITING  JOB 

I  Innovative  daily  seeks  ACE  with  a  nose  for 
j  news,  ear  for  good  writing  and  ideas  how  to 
j  coach  writers.  Year-long  assignment 
I  perfect  for  experienced  reporter  looking  to 
!  learn  editing  skills.  Send  resume  and  clips 
to  Dean  Miller,  managing  editor,  P.O.  Box 
1800,  Idaho  Falls  ID  83403  or  E-mail: 
dmiller@idahonews.com 

I  ASSISTANT  ASSIGNMENT  EDITOR  sought  to 
I  help  lead  our  daily  news  report.  We  seek  a 
I  skeptical  editor  with  energy  and  enthusiasm 
I  who  has  a  proven  record  of  effective 
I  newsroom  teamwork.  Required:  one  year  of 
I  editing,  or  comparable  reporting  background. 

1  Competitive  salaries,  excellent  benefits.  Send 
j  your  resume,  references,  salary 
history  and  work  samples  to  Stephen 
j  McCarthy,  managing  editor/assignment: 

1  mccarthys@northjersey.com 

1  Garret  Mountain  Plaza,  P.O.  Box  471 
West  Paterson,  NJ  07424 
I  Our  38,500-clrculation  daily  in  northeastern 
;  New  Jersey,  just  25  minutes  from  Times 
Square,  is  looking  for  journalists  committed 
to  excellence  and  enterprise  as  we  create  a 
,  new  newspaper  for  our  vibrant,  multicultural 
I  community. 

■  COPY  EDITOR 

The  Las  Vegas  Review-Journal  seeks  a  copy 
editor  in  its  features  department,  which  pro¬ 
duces  a  variety  of  lifestyle,  food,  travel  and 
I  entertainment  sections  each  week.  This  edi- 
j  tor  is  one  of  a  staff  of  copy  editors  who 
i  edit  local  and  wire  stories,  write  headlines 
j  and  lay  out  pages.  Candidates  should  have 
I  at  least  three  years  of  daily  newspaper  ex- 
j  perience,  strong  spelling  and  grammar 
;  skills,  creative  ideas  and  a  concern  for  detail. 

I  An  understanding  of  pop  culture  and 
I  the  arts  also  is  important.  The  newspaper 
I  has  a  daily  circulation  of  170,000  and  a 
i  Sunday  circulation  of  220,000.  Send  resume, 
i  cover  letter  and  work  samples  to: 

!  Frank  Fertado,  Features  Editor 

Las  Vegas  Review-Journal 
I  P.O.  Box  70,  Las  Vegas,  NV  89125-0070 


For  help  wanted/position  wanted  rates  call 
Hazel  Preuss  a±  6^6.65^.5302  or 
MicHele  MacMaHon  at  6^6.65^.5303 

- — — — -Ihr  n  yi  ft  n  f>  i- r  i  n  i/ ii  I  r  i/ 'ti - 


EDITORIAL 


CITY  EDITOR  needed  for  17,000  AM  daily. 
(Current  c.e.  taking  new  role.)  Ideal  candidate 
will  have  daily  newsroom  experience, 
ability  to  connect  with  community,  and  will 
be  ready  to  lead  seven-person  news  team. 
Responsibilities  include  coaching/editing  ex¬ 
perienced  and  rookie  reporters,  occasional 
reporting  and  editorial  writing,  personnel 
evaluations,  etc.  Cover  letter  (including  sal¬ 
ary  history),  resume,  references,  clips:  Steve 
Miller,  managing  editor,  Idaho  State  Journal, 
P.O.  Box  431,  Pocatello,  ID  83204; 

E-mail  smiller@journalnet.com 
Applications  through  September  30th. 

COPY  EDITOR 

1  The  Messenger-Inquirer  in  Owensboro,  KY, 
has  a  copy  editing  opening  for  someone 
I  with  experience  or  a  talented  graduate. 

I  We’re  a  fully  paginated  7-day-a-week  AM 
I  with  a  circulation  of  33,000. 
i  At  the  Messenger-Inquirer,  you’ll  have  an  op- 
I  portunity  to  learn  and  grow  at  one  of  the 
]  best  smaller  newspapers  in  the  country. 

;  We’re  looking  for  a  candidate  who  is  com- 
j  fortable  both  designing  pages  and  editing, 
j  Our  desk  consists  of  nine  copy  editors  who 
I  work  a  four-day  week  and  handle  a  variety 
of  tasks  from  doing  lA  to  feature  sections 
!  using  QuarkXPress.  Owensboro  is  on  the 
Ohio  River,  40  minutes  east  of  Evansville, 
IN,  and  two  hours  from  Louisville,  KY,  and 
j  Nashville,  TN. 

,  Please  send  resume  and  cover  letter  to: 
i  Copy  Editor  Search,  Messenger-Inquirer 
P.O.  Box  1480 

I  Owensboro,  KY  42302-1480 

EOE 

BUSINESS  WRITER 

Suburban  Philadelphia  daily  looking  for  a 
well-rounded  lournalist  with  good  business 
sense,  good  news  judgment,  creative  ideas 
and  a  clear  writing  style.  Primary  duty  is  to 
write  five  local  business  cover  stories  a 
;  week.  Story  topics  will  include  general  busi- 
j  ness  news,  localization  of  wire,  trend 
]  stories,  new  product  launches,  quarterly 
and  year-end  reports,  insightful  looks  at 
large  and  small  businesses,  success 
stories,  failures,  and  personal  finance.  Mini¬ 
mum  two  years’  journalism  experience,  but 
the  successful  candidate  is  likely  to  have 
more.  Business  writing  experience  a  must. 
Send  resume  and  writing  samples  to  Gary 
:  Weckselblatt,  The  Intelligencer,  408  W. 

!  Broad  Street,  Quakertown,  PA  18951. 

COPY  EDITOR:  The  Newport  Daily  News,  a 
2001  New  England  Newspaper  of  the  Year, 
has  an  opening  for  a  full-time  copy  editor. 
Duties  include  story  editing,  headline 
writing,  designing  and  paginating  local  and 
wire  news  and  feature  pages  for  a 
13,000-circulation,  five-day-a-week  afternoon 
paper  and  Saturday-morning  Weekend 
edition.  Bachelor’s  degree  required;  experi¬ 
ence  preferred.  Please  send  resume  and 
any  applicable  clips  to  Harvey  Peters,  news 
I  editor.  The  Newport  Daily  News,  P.O.  Box 
I  420,  Newport,  Rl  02840. 

i  EDITOR 

Metropolitan  newspaper  in  Zone  2  seeks 
j  editor  for  No.  2  person  on  the  news  copy 
I  desk.  Seven  years  experience  required, 
j  plus  some  time  at  a  50,000-r  newspaper. 

Management  experience  preferred.  Reply  to 
!  Box  3055,  Editor  &  Publisher  Classified, 
j  770  Broadway,  7th  Floor,  NY,  NY  10003. 


_ EDITORIAL _ 

COPY  EDITORS  WANTED 
The  New  York  Daily  News  seeks  strong,  ex¬ 
perienced  copy  editors  for  fast-paced  night 
news  desk.  (Qualified  applicants  must  have 
solid  grasp  of  spelling  and  grammar,  know 
how  to  work  under  pressure  and  be  able  to 
write  bright  heads  on  deadline.  Minimum 
five  years’  daily  newspaper  experience  re¬ 
quired.  Send  resume  and  headline  samples 
to  Bev  Weintraub,  copy  desk  chief.  Daily 
News,  450  West  33rd  Street,  New  York, 
NY  10001. 

E-mail:  BWeintraub@edit.nydailynews.com 

“cowi^  GOiON^^^ 

The  Des  Moines  Register  seeks  a  county 
government  reporter  to  cover  the  home 
county  for  Iowa’s  capital  city.  This  isn’t  your 
ordinary  government  beat.  The  county  owns 
a  horse-racing  track  and  slot  machine 
casino,  is  building  a  S212  million  arena/ 
convention  complex  approved  without  a 
public  vote,  and  is  in  a  merger  battle  with 
Des  Moines  city  government.  Three  years’ 
public  affairs  experience  is  required.  Dem¬ 
onstrated  skills  in  freedom  of  information 
and  investigative  work  are  important. 
Please  send  a  resume,  writing  samples  and 
cover  letter  to  Diane  Graham,  managing  ed¬ 
itor/staff  development,  Des  Moines  Register, 
715  Locust  Street,  Des  Moines,  lA 
50309. 


DESIGNER/COPY  EDITOR 
Award-winning  40,000-circulation  E.W. 
Scripps  daily  newspaper,  Abilene  (TX)  Re¬ 
porter-News  is  looking  for  “The  One”  who 
can  punch  up  a  story  with  clean  copy 
editing,  succinct  and  clever  headlines.  Pro¬ 
fessional  experience  preferred,  but  will  con¬ 
sider  recent  grad  with  strong  internships 
and  stellar  clips.  Pay  based  on  experience  - 
range  $23K  up.  Resume  and  clips: 

HR  Department,  Abilene  Reporter-News 
P.O.  Box  30,  Abilene,  TX  79604 
carterr@reporternews.com  EOE 

EDirORIAL  ASSiSTANT/ NEW^eWoR^" 
FEATURES  WRITER/  COPY  EDITOR 
RESEARCHER/  PHOTOGRAPHER/  PICTURE 
EDITOR/  CRITIC/  MANAGING  EDITOR 
Journalistusa  is  the  online  search  engine 
used  by  publishers  and  editors  to  access 
the  resumes  of  freelance  editorial 
and  production  staff. 
www.journalistusa.com 
OR  Call:  (323)  932-7885 


ENTERTAINMENT  TEAM  LEADER 
The  Pioneer  Press  is  seeking  an  experienced, 
creative  entertainment  editor.  The 
individual  should  possess  strong  editing, 
leadership  and  planning  skills  and  have  thor¬ 
ough  knowledge  of  key  coverage  areas. 
Minimum  6  years  management  experience. 
Send  resume.  Entertainment  section  samples 
to  Catherine  Straight,  Managing  Edi¬ 
tor/Features  and  Sports,  The  Pioneer 
Press,  345  Cedar  Avenue,  St.  Paul,  MN 
55101. 


EXECUTIVE  EDITOR 

Ready  to  make  your  mark?  Be  our  Executive 
Editor  and  help  shape  the  future  of  the  Mon¬ 
terey  County  Herald.  We  are  a  36,000  daily 
serving  California’s  Central  Coast.  We  seek 
an  experienced  Newsroom  leader  who  can 
set  the  vision  for  the  paper  and  implement 
it  successfully.  E-mail: 

jobs@montereyherald.com 
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-HELP  WANTED- 


EDITORIAL 


IMMIGRATION  REPORTER 
The  Herald  News,  an  award-winning  38,500 
daily  located  15  miles  from  Manhattan, 
seeks  a  journalist  to  report  the  immigration 
phenomenon  transforming  our  region.  We 
need  a  writer  who  can  distill  complex,  shifting 
policies  into  clear,  concise  prose; 
chronicle  immigrants’  lives  and  experi¬ 
ences;  and  firmly  but  sympathetically 
explain  immigration’s  effects  on  our  com¬ 
munities.  We  want  a  storyteller  who  uncovers, 
as  well  as  covers,  stories.  Spanish 
language  fluency  is  a  must  as  is  at  least  a 
year’s  daily  reporting  experience  or  a  grad¬ 
uate  journalism  degree  with  work 
experience  in  a  related  field.  Please  send 
resume,  clips,  references  and  salary  re¬ 
quirement  to  Stephen  McCarthy,  managing 
editor/assignment.  Herald  News,  1  Garret 
Mountain  Plaza,  P.O.  Box  471,  West  Pater¬ 
son,  NJ,  07424-0471.  Deadline:  Friday, 
September  27. 


MANAGE  THE  BEST 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  is  looking  for  ex¬ 
perienced  and  dynamic  editors  to  manage 
its  papers  in  Ft.  Lauderdale,  Kansas  City, 
San  Francisco  and  Phoenix.  We’re 
searching  for  candidates  who  have  a  fine 
touch  with  copy,  a  firm  grasp  of  maga¬ 
zine-style  journalism,  and  the  confidence  to 
work  comfortably  with  a  staff  of  award-winn¬ 
ing  journalists.  Applicants  must  have  excel¬ 
lent  news  judgment  and  solid  management 
skills.  The  managing  editor  will  supervise 
the  day-to-day  operations  of  the  editorial  de¬ 
partment  and  help  staff  writers  produce 
quality  news  and  feature  stories.  Exceptional 
writing  and  editing  skills  are  essential; 
the  interview  process  will  include  an  extensive 
editing  test.  New  Times  offers  competitive 
salaries  and  benefits.  Qualified  candidates 
should  send  a  cover  letter,  a  resume 
and  clips  to: 

Christine  Brennan 
Executive  Managing  Editor 
New  Times 

P.O.  Box  5970,  Denver,  CO  80217 


MANAGING  EDITOR 

Great  opportunity  to  lead.  Candidates  tor 
this  position  at  our  50,000-circulation  daily 
need  to  be  experienced,  hard-working  and 
smart.  Our  managing  editor  helps  in  over¬ 
seeing  all  departments  and  must  have  fresh 
ideas  and  an  enthusiastic  spirit.  The  ME  is 
hands-on  and  should  be  strong  in  the  areas 
of:  1)  turning  good  journalists  into  great 
journalists,  2)  editing  complex  stories,  3) 
setting  up  and  scheduling  for  efficient  and 
productive  workflow,  4)  peaceful  resolution 
of  conflicting  agendas.  Work  with  us  in 
beautiful  Bucks  County,  near  Philadelphia 
and  New  York.  Send  letter,  resume  and  ap¬ 
propriate  work  samples  to  Lanny 
Morgnanesi,  executive  editor.  The  Intelli¬ 
gencer,  333  North  Broad  Street,  P.O.  Box 
858,  Doylestown,  PA  18901. 


REPORTER  III  -  The  Town  Talk  in  Alexandria, 
Louisiana  seeks  a  talented  reporter  with  5-8 
years  experience.  Primary  assignment  will 
be  to  cover  municipal  government.  Degree 
in  Journalism  or  English  required.  Please 
send  resume  and  work  samples  to  Joy 
Williford,  The  Town  Talk,  P.O.  Box  7558,  Al¬ 
exandria,  LA  71306  or  E-mail  to: 

personnel@thetowntalk.com 


EDITORIAI. 


METRO  COLUMNIST 

The  Orange  County  Register,  three-time  Pu¬ 
litzer  winner,  is  looking  for  a  metro  columnist. 
The  successful  candidate  will  demonstrate  an 
ability  to  develop  crisp,  beautifully 
crafted  columns  based  on  street  reporting, 
offering  insight  on  news,  issues  and  trends 
in  the  community.  Fluency  in  Spanish  is  re¬ 
quired,  and  experience  as  a  columnist  is 
preferred.  Please  E-mail  resume  or  inquiries 
to  David  Whiting  at: 

dwhiting@ocregister.com 


SPORTS  REPORTER/EDITOR 
Award-winning  weekly  newspaper  on  East 
End  of  Long  Island  seeks  motivated  individual 
with  strong  writing,  photography,  layout 
and  organizational  skills  for  full-time 
position  in  our  sports  department.  Respon¬ 
sible  for  a  section  that  covers  local  high 
school  and  college  athletics,  plus  various 
recreational  subjects.  Car  and  camera  re¬ 
quired.  Competitive  salary  and  benefits 
package.  Send  resume,  clips  to  Joseph 
Shaw,  editor.  The  Southampton  Press,  Box 
1207,  Southampton,  NY  11969.  No  phone 
calls,  please. 


STAFF  WRITERS 

New  Times,  the  nation’s  largest  publisher  of 
alternative  newsweeklies,  has  immediate 
openings  for  experienced  writers  at  its 
hard-hitting  papers  in  Houston  and  Phoenix. 
We’re  looking  for  journalists  who  understands 
the  difference  between  magazine-style  report¬ 
ing  and  the  hurried  fact-finding  of  daily  pa¬ 
pers.  The  ideal  candidates  will  have  a  solid 
background  in  news  and  be  able  to  create 
in-depth,  well-crafted  stories  based  on  solid 
reporting  that  explore  the  issues,  events  and 
personalities  of  their  community.  Phoenix  ap¬ 
plicants  should  have  at  least  five  years  expe¬ 
rience.  New  Times  publishes  magazine-style 
weekly  newspapers  covering  local  news,  poli¬ 
tics,  arts  and  music  in  Phoenix,  Denver,  Mia¬ 
mi,  Dallas,  Houston,  San  Francisco,  Los  An¬ 
geles,  Ft.  Lauderdale,  Cleveland,  St.  Louis, 
Kansas  City  and  Oakland.  We  offer  competi¬ 
tive  salaries  and  benefits.  Qualified  applicants 
should  send  cover  letter,  resume  and  clips: 

Andy  Van  De  Voorde 
Executive  Associate  Editor 
New  Times 

P.O,  Box  5970,  Denver,  CO  80217 


THE  NEWS  TRIBUNE,  a  McClatchy  newspa¬ 
per,  in  Tacoma,  Washington,  has  several 
openings  in  the  newsroom: 

•ASSIGNMENT  EDITOR  to  lead  a  team  of 
local  news  reporters. 

•NEWS  EDITOR  to  lead  its  presentation 
and  editing  team. 

•  PAGE  DESIGNER 

The  News  Tribune,  circulation  130,000 
daily  and  150,000  Sunday,  is  a  team-based 
newsroom  committed  to  aggressive  and  en¬ 
terprising  journalism.  The  paper  is  based  in 
the  beautiful  South  Puget  Sound  area,  sur¬ 
rounded  by  water  and  forests,  and  at  the 
base  of  Mount  Rainier. 

Send  cover  letter,  resume  and  work  samples 
to  Karen  Peterson,  senior  editor.  The 
News  Tribune,  1950  S.  State  Street,  Tacoma, 
WA  98405.  (253)  597-8738. 

karen.peterson@mail.tribnet.com 


EDITORIAL 


THE  GAINESVILLE  SUN,  a  Pulitzer 
Prize-winning  New  York  Times  Co  newspaper 
in  North  Central  Florida,  is  seeking  applicants 
for  a  person  to  direct  the  photography  de¬ 
partment.  The  ideal  candidate  will 
have  a  proven  track  record  as  a  photogra¬ 
pher  and  manager.  Gainesville,  one  of 
America’s  most  livable  cities,  is  home  to 
The  University  of  Florida.  For  consideration, 
please  reply  to  Jim  Osteen,  executive 
editor.  The  Gainesville  Sun,  P.O.  Box 
147147,  Gainesville,  FL  32614-7147. 

E-mail:  osteenj@gvillesun.com 


THE  BAY  CITY  TIMES  is  looking  for  an  expe¬ 
rienced,  highly  motivated  sports  writer.  Ap¬ 
plicants  should  have  daily  newspaper  expe¬ 
rience,  strong  writing  ability  and  page  lay¬ 
out/design  skills.  We  are  a  37,000  daily/ 
48,000  Sunday  circulation  paper  in  a 
vibrant  waterfront  community  on  the  edge 
of  northern  Michigan.  Excellent  pay  and  ben¬ 
efits.  Send  a  resume  and  six  clips  to  Bruce 
Gunther,  sports  editor,  311  Fifth  Street, 
Bay  City,  Ml  48708,  or  E-mail: 

bgunther@bc-times.com 
No  phone  calls,  please 


MAILROOM 


MIAMI  HERALD 
MAILROOM  CREW  CHIEF 
Experienced  insert  machine  operator 
needed.  Operate  and  maintain  Heidleberg/ 
Harris  13  &  14/72  along  with  GMA  lOOOA 
inserters.  4-day/night  weeks,  10-hour 
shifts.  Must  have  strong  mechanical  skills. 
Supervisory  experience  a  plus.  Excellent 
benefits  include  401(k)  and  stock  plans. 
Water  sports  capital  of  the  world.  Part  of 
Knight  Ridder.  Call  Jeff  Sauls  (305) 
3764665  or  fax  resume  to  Job  Code  MR-IV 
at  (305)  376-2870. 


PACKAGING  DEPARTMENT  MANAGER 
The  Oakland  Press  is  seeking  an  experienced 
individual  who  will  be  responsible  for 
leading  a  diverse  team  of  employees  that 
insert  local  sections  and  pre-printed  material 
into  the  daily  and  Sunday  newspapers. 
This  includes  selection,  training,  and  sched¬ 
uling  employees;  ensuring  safety  and  diver-  , 
sity  standards;  selecting  vendors;  scheduling  ! 
equipment  maintenance  and  repairs;  | 
and  monitoring  quality  in  the  mailroom. 

The  successful  candidate  will  have  5  years 
newspaper  packing  and  significant  supervi¬ 
sory  experience.  Must  be  able  to  exhibit 
outstanding  management  skills,  including 
problem  resolution,  team  leadership,  organ¬ 
ization  and  communication.  Experience  with 
mechanical  insertion  equipment,  Bi-tingual 
capability  in  Spanish  is  a  plus. 

No  third  party  inquiries. 

To  apply,  please  send  your  resume  to: 

Bill  Williamson,  Director  of  Operations 
P.O.  Box  436009,  Pontiac,  Ml  48343 
Fax:  (248)  4544482 


PRESSROOM 


PRESSROOM  FOREMAN 
107  year-old  family  newspaper  seeks  expe¬ 
rienced  press  foreman  for  9  unit  Goss 
Urbanite  with  Cary  pasters.  22,000  daily 
with  some  commercial  printing.  Contact: 

Kyle  Osteen  kosteen@theitem.com 
(803)  774-1254  Fax  (803)  774-1210 

ASSISTANT  PRESS  DEPARTMENT 
MANAGER 

The  Press  Democrat,  a  New  York  Times 
Company  newspaper  in  Santa  Rosa  Califor¬ 
nia,  has  an  opening  for  Press  Department 
Assistant  Manager.  This  individual  would  re¬ 
port  to  the  Press  Department  Manager  and 
assist  in  all  facets  of  the  operation  to  meet 
department  goals,  including  but  not  limited 
to,  managing  staff  and  work  processes, 
training  and  evaluating,  coordinating  with 
supporting  departments,  preparing  reports, 
ordering  department  materials  and 
supplies,  and  managing  various  pressroom 
projects. 

Qualifications: 

The  qualified  candidate  should  possess  the 
skills  necessary  to  carry  out  the  responsibiL 
ities  listed  above;  have  offset  press  operating 
experience;  have  strong  mechanical  and 
maintenance  background;  should  be  com¬ 
puter  literate;  have  excellent  organizational, 
verbal  and  writing  skills;  have  at  least  three 
years  of  pressroom  supervisory  experience 
in  high  quality  deadline  oriented  environment. 
We  offer  a  competitive  salary  and  an  excel¬ 
lent  benefits  package.  Qualified  applicants 
should  forward  a  resume  and  salary  history 
by  fax  or  E-mail  to:  Press  Department  Man¬ 
ager  FAX:  (707)  521-5365.  E-mail: 
jmoore@pressdemocrat.com 


PLANT  MANAGER 

Seeking  self-motivated  individual  who  will  be 
responsible  for  our  press  and  distribution 
center.  Minimum  ten  years  experience  in 
production  and  management,  a  background 
in  commercial  printing,  and  excellent  com¬ 
munication  skills  are  essential.  Submit 
resume  to  Plant  Manager  Candidates,  The 
I  Monroe  Evening  News,  P.O.  Box  1176, 
Monroe,  Ml  48161,  Of  E-mail  to: 

men@monroenews.com 


PRODUCnON/TECH 

LOOKING  for  that  next  career  move?  Go  to 
The  Ogden  Newspapers,  Inc.  web  site  at: 
www.ogdennews.com/opportunities 


PRODUCT  MANAGEMENT 


DIRECTOR  OF 

ADVERTISING  PRODUCT  MANAGEMENT 
Established  software  company,  seeks  a  Di¬ 
rector  of  Product  Management  with  at  least 
10  years  experience  in  working  with  news¬ 
paper  advertising  solutions.  The  ideal  candi¬ 
date  will  also  have  extensive  experience  in¬ 
stalling,  supporting,  and  preferably  design¬ 
ing,  software  applications. 

Send  cover  letter  and  resume  via  E-mail  to: 
AnnDodds2002@aol.com 
Or  call  1  (877)  29&0227 
for  more  information 


EDIT0R<S?PUBLISHER:  The  communication  link 
of  the  newspaper  industry  every  week  since  1884. 


www.editorandpublisher.com 


SEPTEMBER  23,  2002  EDITOR*  PUBLISHER  CLASSIFIEDS  17 


Phone:1-888-825-9149  ~  CLflSSIFl  IIOVEBIIIG  -  Fax :  (646)  654-5312 

MGOLDEN@EDITORANDPUBLISHER.COM  •  MMACMAHON@EDITORANDPUBLISHER.COM  •  HPREUSS@EDITORANDPUBLISHER.COM 


ADMINISTRATIVE 


PUBLISHER/GENERAL  MANAGER/ 
SALES  DIRECTOR 

Company  falling  asleep?  I  can  put  the  fire 
back  in  the  business.  Seasoned  executive 
with  22  years  publishing  and  sales  experi¬ 
ence  in  the  newspaper  and  magazine  indus¬ 
try.  Will  work  as  employee,  consultant  or 
sweat  equity  position.  Call:  (954)  452-3371 
or  E-mail:  sunpub@bellsouth.net 


CIRCULATION  ! 


CIRCULATOR:  Experienced,  mature  profes-  | 
sional  seeks  short  or  long  term  opportunity 
in  New  York.  Phone/Fax  (631)  588-2735  j 


EDITORIAL  ! 


BUREAU  EDITOR/  ! 

WRITING  COACH/REPORTER 
If  you  are  looking  for  an  award-winning  editor 
who  is  known  for  his  mentoring  skills 
and  still  enjoys  reporting,  then  you  need  to 
interview  our  candidate.  After  12  years 
with  the  same  company  (including  five  pro¬ 
motions)  the  time  has  come  to  make  use  of 
these  skills.  He  is  a  man  who  enjoys  men¬ 
toring  challenges  rather  than  managing  a 
complete  newsroom.  Pay  no  fee!  His  current  j 
employer  is  paying  our  fee  to  outplace  j 
him.  Want  more  information?  Call,  write,  fax  ' 
or  E-mail  GOOD  NEWS  at: 

GOOD  NEWS  ! 

Suite  245  North,  Alpine  Centre  1 

Bettendorf,  lA  52722  1 

Phone:  (563)  3594877  j 

FAX:  (563)  359-8539 

E-mail:  greene@goodnews-searchfirm.com 


COPY  EDITOR/DESIGNER/PAGINATOR 
Seeks  position,  lngridrice@bellsouth.net 
(386)  760-9776  www.cecilandingrid.com 


NEWS  EDITOR/MANAGING  EDITOR-SPANISH 
A  seasoned  pro  with  years  of  experience  in 
some  of  the  most  prestigious  Spanish  lan¬ 
guage  publications  in  the  US.  Local  and 
world  news  as  well  as  business.  Strong 
managerial  skills  to  top.  Seeks  position  with 
a  solid  publishing  company  going  for  the 
Hispanic  market. 

E-mail:  spanjournalist@aol.com 


MARKETING 


DO  YOU  HAVE  A  PRODUCT  to  market  to  the 
newspaper  industry  but  cannot  get  to  the 
right  person?  We  can  do  that  for  you.  Two 
high  caliber  Newspaper  Executives  with 
20-plus  years  experience  in  the  industry 
have  valuable  nationwide  newspaper  contacts 
at  all  levels  of  major  chain  and  independents 
both  in  US  and  Canada.  Will  structure 
arrangement  either  fee  based  or  commission 
only.  Contact:  newspapersales@aol.com  for 
more  information. 


OPERATIONS/PRODUCTION 


CLASSIFIED  ADVERTISING 
INFORMATION 


DEADLINES 
LINE  AD  RATES 


Tuesday  at  noon  (EST)  for  the  next  Monday’s  issue. 


Rates  are  per  line,  per  insertion,  3  line  minimum,  approximately  34 
characters/spaces  per  line,  no  abbreviations. 

also  includes  online 

HELP  WANTED  ALL  OTHER  CLASSIFICATIONS 


1  week . 

. $13.25 

1  week . 

. $12.10 

2  weeks . 

. $12.30 

2  weeks  . 

. $10.65 

3  Weeks . 

. $10.85 

3  Weeks . 

. $  9.30 

4  weeks . 

. $  9.15 

4  weeks  . 

. $  8.00 

12  weeks  . 

. $  8.75 

1 2  weeks  . 

. $  7.00 

26  weeks  . 

. $  7.80 

26  weeks  . 

. $  6.20 

39  weeks  . 

. $  7.50 

39  weeks  . 

. $  5.80 

52  weeks  . 

. $  7.15 

52  weeks  . 

. $  5.45 

BLIND  BOXES:  $25  per  insertion:  counts  as  additional  line  copy. 


DISPLAY  AD  RATES 


Camera-ready  veloxes:  Furnish  same  size  camera-ready,  otherwise 
a  scanning  charge  may  be  incurred.  All  halftones  must  be  a  maximum 
133-line  same  size  velox  print. 

Electronic  submission:  Advertising  may  be  submitted  via  e-mail.  For 
instructions,  please  ask  your  account  manager. 

per  inch,  per  insertion,  1  inch  minimum,  1/2  inch  increments 

BLACK  &  WHITE  DISPLAY  AD  RATES 


1  week  . 

.  $144 

12  weeks  . 

.  $  112 

2  weeks  . 

.  $131 

26  weeks  . 

.  $  107 

3  Weeks  . 

.  $124 

39  weeks  . 

.  $  101 

4  weeks  . 

.  $120 

52  weeks  . 

. $  95 

ORDERS  AND  PAYMENT 


Ads  running  for  12  weeks  or  more  may  be  on  a  contract  basis. 
Contracts  are  non-cancellable.  All  ads  from  new  advertisers  must  be 
pre-paid  prior  to  deadline;  advertisers  with  a  payment  record  in  good 
standing  may  be  billed.  Deadline  is  Tuesday  prior  to  Monday 
Publication.  Cash,  check,  VISA,  MasterCard,  and  American  Express 
accepted.  All  ads  require  a  signed  insertion  order,  and  all  ad  copy 
must  be  submitted  in  writing  via  mail,  e-mail,  or  fax.  We  reserve  the 
right  to  reject  any  ad. 


TO  PLACE  AN  AD 


Mail,  fax  or  e-mail  line  advertising  copy.  Please  include  the  following 
information:  1.  Name.  2.  Company,  3.  Mailing  Address,  4.  Phone,  5. 
Ad  Classification,  6.  No.  of  insertions. 

Or  Place  your  ad  online  www.editorandpublisher.com 

Please  contact  us  for:  display  ad  copy  specifications  and  procedures. 

Mail:  Editor  &  Publisher  Classified 

770  Broadway,  7th  FI,  New  York,  NY  10003 

Fax:  (646)  654-5312 

TO  REACH  OUR  ACCOUNT  MANAGERS,  CALL: 
TOLL  FREE:  888  825-9149 
ACCOUNT  MANAGERS: 

HAZEL  PREUSS  (EMPLOYMENT-EASTERN  U.S.) 

hpreuss@editorandpublisher.com 


OPERATIONS/PRODUCTION  EXECUTIVE  MICHELE  MACMAHON 

Experienced  with  proven  skills  and  reputation.  mmacmi 

21  years  with  NYT  Company,  7+  with 

McClatchy.  Ken  Duffield,  P.O.  Box  358685,  MICHELE  GOLDEN  ( 

Gainesville,  FL  32635.  (954)  5994044.  mgold 

Kenginnyd@Yahoo.com 
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MICHELE  MACMAHON  (  EMPLOYMENT  -  CENTRAL  +  WESTERN  U.S.) 

mmacmahon@editorandpublisher.com 

MICHELE  GOLDEN  (SERVICES  +  ALL  OTHER  CATEGORIES) 

mgolden@editorandpublisher.com 


Your 

communication 
link  to  the 
newspaper 
industry  every 
week 

since  1884. 


E&P'S  CLASSIFIED 

the  newspaper 
industry’s  meetings 
place. 

888.825.9149 


From  the 

newsrooms 

to  the 

PRESSROOMS 

to  the 

boardrooms 

no  one  covers  the 
newspaper  business  like 
Editor  &  Publisher 


visit  our  website  at 
www.editoraiulpii blislier.com 


CLASSIFIED  ADVERTISERS: 


If  YOU  DON  T  SEE  .4 


CATEGORY  THAT  FITS  YOUR  NEEDS, 


PLEASE  CALL  US  AT 


888.825.9149 


www.editorandpubtisher.con 


HE 

EDITOR&PUBLISHER 
MARKET  GUIDE 

Now  with  2()()()  Census  Data 

Plus  our  Exclusive 
E&P  Better  Living  Index! 


For  decades  marketers  have  used  the  E&P  MARKET  GUIDE  as  a  planning 
tool  and  relied  on  the  demographic  and  economic  tables  to  provide  actuals 
and  remarkably  accurate  annual  projections. 

Plus,  the  MARKET  GUIDE  is  a  highly  recommended  source  of  relocation 
data  with  its  market  profiles  and  quality  of  life  indices.  It  is  this  unique  com¬ 
bination  of  quantitative  and  qualitative  data  that  provides  such  a  uniquely 
accurate  description  of  community  life. 

Now,  in  our  78th  anniversary  printing,  the  MARKET  GUIDE  offers 
newly  updated  data  in  both  areas  to  enhance  your  research  needs! 

Relocation  info  indudes  rankings  of  quality  of  life  data  induding: 

•  Cost  of  Living  Index 

•  Crime  Index 

•  And  overall  BETTER  LIVING  INDEX! 


Demographic  data  includes: 

•  Graduation  Levels 

•  Housing  and  Rental  Rates 

Now  Population  Forecasts  are 
projected  out  5  YEARS  to  2007! 

All  the  market  data  for  Canada  is  in 
one  convenient  section! 

IM.US 

...  these  regular  features:  Population  by  Age,  Ethnic 
Breakdowns.  Number  of  Households,  Income  per 
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Principal  Industries,  Chain  Outlets,  Retail 
Outlets,  Location  of  Markets,  Newspapers 
Serving  the  Market,  Retail  Sales  Data,  and  much,  much 
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SYNDICATES 


‘Shrubbery’  is  a  comic  and  editorial  cartoon  hybrid 


WHY  A  SYNDICATED  COMIC 

that  runs  three  times  a  week? 
“I’m  trying  to  be  un-useful 
to  editors  everywhere,”  was  Signe 
Wilkinson’s  wry  reply.  “That  was  my 
aim,  and  I  have 
succeeded!” 

Actually,  this 
frequency  is 
one  that 
Wilkinson  feels 
will  help  her 
maintain  the 
quality  of 
“Shrubbery,”  a 
drolly  satirical 
feature  starring 
a  leafy  President  Bush  that  started  Sept. 
17  in  the  Philadelphia  Daily  News.  It’s 
also  a  frequency  that  fits  with  Wilkin¬ 
son’s  busy  schedule  doing  five  or  six 
editorial  cartoons  a  week,  as  well  as 
Op-Ed  illustrations,  for  the  Daily  News. 

The  Pulitzer  Prize-winning  Wilkin¬ 
son’s  editorial-cartoon  clients  (currently 


et  cetera  . . . 

Tribune  Media  Services  will  no  longer 
syndicate  Bob  Greene,  who  resigned 

Sept.  14  from  _ 

the  Chicago  Tribune 
after  acknowledging 
having  sexual 
contact  with  a  girl  in 
her  late  teens  more 
than  a  decade  ago. 

“Since  he  will  not 
be  writing  his 

column,  there  will 
.  ,  .  Bob  Greene:  Resigned 

be  no  column  to 

syndicate,”  said  TMS  Director  of  Marketing 
Steve  Tippie.  Vice  President  for  Domestic 
Syndication  Walter  Mahoney  added  that 
TMS  is  offering  newspapers  Kathleen  Parker, 
Leonard  Pitts  Jr.,  and  Ana  Veciana-Suarez  as 
replacements  for  Greene,  who  had  a  little 
more  than  100  clients.  ...  Universal  Press 
Syndicate  launched  a  one-shot  features  site  at 
http://www.upsoneshots.com. ...  Connecticut’s 
Supreme  Court  has  reversed  a  lower-court 
ruling  that  would  have  allowed  lawyers  for  the 
Manchester  Journal  Inquirer  access  to  The 
Hartford  Courant’s  contracts  with  syndicates. 


numbering  about  55  papers)  receive 
“Shrubbery”  free  from  the  Washington 
Post  Writers  Group  to  use  or  not  use. 

“Benjamin  Franklin  would  have  liked 
‘Shrubbery,’”  commented  WPWG  Sales 


could  personify  President  Bush.  Other 
characters,  including  Vice  President 
Cheney  as  “Shady,”  soon  followed. 

Wilkinson  said  “various  other  flora 
and  fauna  will  be  introduced  as  they 
become 


Manager  for  North  America  Karisue 
Wyson.  “It’s  classic  political  satire  done 
in  an  intriguing  way.” 

Or  an  “unusual  garden-variety  way,”  to 
coin  a  contradictory  phrase.  Wilkinson, 
an  avid  gardener,  was  thinking  of 
creating  a  plant-  and  flower-themed 
strip  when  it  occurred  to  her  that  a  shrub 


The  Journal  Inquirer,  which  doesn’t  have  a 
Sunday  issue,  wants  the  option  of  buying 
Sunday  comics  carried  by  the  Courant  to  use 
on  Saturday  —  arguing  that  the  Courant  sells 
some  Sunday  papers  on  Saturday  (£&P,  Jan. 
8,  2001). ...  A  study  of  comics  in  The 
Washington  Post  found  alcohol-related  gags 
dropped  from  7%  frequency  in  1983  to  3%  in 
1999.  The  most  drinking  punch  lines  were  in 
“Andy  Capp”  (pictured  below).  The  study  was 
conducted  by  American  University  doctoral 
student  Robert  Brooks  and  reported  on  in  a 
Sept.  15  Post  piece  by 
Richard  Morin.  ...  TMS  is 
providing  TV  information 
for  Microsoft’s  Windows 
XP  Media  Center  Edition.  \JL  * 

...  “The  Recipe  Doctor”  by 
registered  dietitian  Elaine 
Magee  returned  to  Knight  Ridoer/Tribune 
Information  Services.  ...  Karen  Kirk  was 
named  assistant  managing  editor  at  KRT. ... 
“Strauss  on  Commodities”  is  being  offered  by 
OsterDowJones  Commodity  News.  The  column 
is  by  the  wire’s  senior  editor  at  large,  Michael 
Strauss  (column@osterdowjones.com). ... 
Darleen  DeLisle  (Msfrugal2002@yahoo.com) 
is  self-syndicating  a  cost-cutting-advice 
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necessary  — 
including 
“Iraqnids.” 

The  former 
Association  of 
American 
Editorial 
Cartoonists 
president,  who 
joined  the 
Daily  News  in 
1985  and  received  her  Pulitzer  seven 
years  later,  is  one  of  about  20  syndicated 
editorial  cartoonists  who  also  do  a  comic. 
So  they  produce  about  9%  of  the 
approximately  220  comics  distributed 
by  the  seven  biggest  syndicates  —  a 
percentage  that  has  held  fairly  steady 
over  the  past  two  decades.  —  DaveAstor 


column  called  “Ms.  Frugal.”  ...  A  column  titled 
“SnippinS”  is  being  self-syndicated  by  John 
Budzinski  (http://www.johnbudzinski.com). ... 
Editorial  cartoonist  Ed  Hall  of  The  Baker  County 
Press,  Macclenny,  Fla.,  and  DBR  Media  won  a 
Florida  Press  Award. ...  Andrews  McMeel 
Publishing  released  Another  Day  in  Cubicle 
Paradise  by  “Dilbert”  creator  Scott  Adams  of 
United  Media,  Get  Fuzzy  2:  Fuzzy  Logic  by 
Darby  Conley  of  United,  High-Spirited  Rose 
Is  Rose  by  Pat  Brady  of  United,  Hallmarks  of 
Felinity  featuring  cat-related  “9  Chickweed 
Lane”  strips  by  Brooke  McEldowney  of  United, 
Zits  Unzipped  and  Zits;  Busted!  by  Jerry  Scott 
and  Jim  Borgman  of  King  Features  Syndicate, 
Baby  Blues;  Unplugged  and  Dad  to  the  Bone  by 
Jerry  Scott  and  Rick  Kirkman  of  King,  Greet¬ 
ings  from  Sherman’s  Lagoon  and  Diving  Into 
the  Depths  of  the  Previous  Decade: 

Sherman's  Lagoon  1991  to  2001  by  Jim 
Toomey  of  King,  His  Code  Name  Was  the  Fox 
by  “Foxtrot”  creator  Bill  Amend  of  Universal, 
The  Zen  ofZiggy  by  Tom  Wilson  of  Universal, 
James  by  Mark  Tonra  of  Universal,  Mr.  Potato 
Head  Unplugged  by  Jim  Davis  and  Brett  Koth 
of  Universal,  and  Red  and  Rover:  A  Boy,  a  Dog, 
a  Time,  a  Feeling  by  Brian  Basset  of  the 
Washington  Post  Writers  Group. 
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I  {continued from  page  12}  at  the  St. 

■  Petersburg  (Fla.)  Times  initially  “raised 
;  I  their  eyebrows”  when  told  about  a  deal  to 
jointly  distribute  inserts  in  part  of  the 
market,  says  Lyn  Sargent,  the  ad  manager 
responsible  for  the  region  where  the  joint 
distribution  is  being  carried  out.  Those 
i  who  are  working  with  Advo  now  praise  the 
i  j  company  for  its  sales  know-how,  postal 
expertise,  and  helpfulness.  “They’re  a 
very  good  competitor,”  says  Bob  Berry, 
president  of  the  Florida  Newspaper 
Advertising  Network.  He  should  know: 
Florida  is  one  of  the  top  states  in  spending 
I  by  direct  marketers.  “They’re  a  lot  more 
'  sophisticated  than  I  think  people  give 
them  credit  for.” 

For  its  part,  Advo  had  its 
own  share  of  surprises.  “We 
found  the  newspaper  folks  to 
'  be  a  lot  more  intelligent  about 
how  they  ran  their  business 
than  we  thought  in  the  past,” 
i  says  the  direct-mail  company’s  Lubin. 

I  Denver:  The  urge  to  merge 

;  Looking  for  its  first  partner,  Advo 
figured  it  would  be  well-received  at  The 
i  Denver  Post,  since  Singleton  already  had 
I  approached  the  company  in  the  early 
1990s.  It  was  in  the  pre-JOA  days,  and  the 
Post's  TMC  was  losing  several  million 
dollars  a  year  because  competition  with  the 
i  E.W.  Scripps  Co.’s  Rocky  Mountain  News 
had  forced  ad  rates  way  down.  “We  had 
j  our  own  TMCs  going  to  the  same  house- 

I  j  holds  they  were,  and  there  was  a  lot  of 

wasted  delivery,”  Singleton  says. 

:  I  The  Post  merged  its  TMC  with  Advo’s 
I ,  ShopWise  packet  in  1999;  now,  both  sell 
j  into  a  single  product  that  Advo  delivers  to 
i  nonsubscribers,  while  the  newspaper 

I I  delivers  the  packet  to  subscribers.  The 
'  newspaper  now  boasts  a  15%-to-20% 


I  profit  margin  on  the  product,  making 
I  Stines  wonder,  “Just  think  how  much 
I  money  Denver  could  have  made  if 
I  it  got  on  board  with  Advo  10  years  ago.” 

Singleton  is  probably  the  biggest  fan  of 
the  Advo  model,  as  shown  by  the  recent 
I  deal  struck  by  his  company’s  Connecticut 
\  Post.  Other  MediaNews  papers  also  are 
j  discussing  it.  “I  think  it  would  make  sense 
!  in  almost  every  market  because  you’re 
saving  millions  in  efficiencies,”  he  says. 

Advo  would  certainly  agree.  And  any 
market  may  make  sense,  Lubin  says, 
because  a  strong  Advo  market  today  can 
!  be  weak  tomorrow. 

'  The  impact  of  the  delivery-sharing  deals 


j  is  still  small  on  Advo,  which  has  $1.1  billion 
!  in  annual  revenue.  But,  in  a  few  years, 
i  Lubin  sees  them  being  an  “important  part 
j  ofwhatwedo.” 

i  The  newspaper  industry’s  anti-Advo 
!  sentiment  aside,  it  takes  time  and  effort 
I  to  put  together  a  deal.  In  Santa  Ana, 

Calif.,  The  Orange  County  Register  spent 
!  a  year  putting  together  its  deal  to  create 
j  a  cobranded  weekend-mail  package 
j  with  Advo. 

Both  sides  have  to  coordinate  everything 
I  from  printing  and  production  of  the  packet 
I  to  setting  deadlines  to  sharing  revenue. 
Seemingly  small  decisions,  such  as  whose 
name  vdll  appear  first  on  the  cobranded 
packet,  can  hold  up  negotiations. 

In  Detroit,  where  the  two  set  up  a 
separate  company  to  run  the  program, 

!  with  the  profits  evenly  split,  it  took  the 
newspapers  months  to  reconfigure  their 


1  thousands  of  carrier  routes  to  conform 
I  with  Advo’s  sub-ZIP-code  zones, 
j  Even  when  the  program  is  finally 
!  running,  the  parties  may  find  themselves 
I  working  at  cross-purposes.  Take  Detroit. 

!  When  Advo  at  first  pushed  for  full-market 
coverage  there,  the  newspapers  insisted  on 
limiting  initial  distribution  to  a  section  of 
\  its  market  where  newspaper  penetration 
was  low.  But  when  the  newspapers  wanted 
!  to  go  full-market  to  meet  advertiser 
I  demand,  Advo  wasn’t  ready.  “When  you’re 
I  in  a  partnership,  it’s  like  a  marriage,” 

Lubin  admits. 

The  50-50  profit  split  in  Detroit  works 
i  now  because  both  sides  contribute  more  or 


i  less  equal  revenue,  but  what  happens  when 
!  the  balance  shifts  to  one  side? 

Share  and  share  alike? 

Certainly,  an  Advo  deal  probably  makes 
sense  for  some  newspapers.  Freedom 
i  Communications  Inc.’s  Orange  County 
/?egisfer  may  be  a  case  in  point. 

It  tried  to  offer  total  market  coverage 
through  its  network  of  25  free  weekly 
newspapers,  but  “there’s  always  been  the 
j  attitude  with  advertisers  —  they  believe 
I  direct  mail  has  a  stronger  effect  than  the 
j  newspaper,”  says  Douglas  Hanes,  vice 
i  president  of  major  account  sales  for 
!  Freedom  Media  Enterprises.  Meanwhile, 

!  the  Register  had  powerful  competition 
!  from  Advo  and  other  direct  mailers  such 
j  as  the  PennySaver,  as  well  as  the  Los 
!  Angeles  Times.  Advo  already  had 
economies  of  scale  in  printing  and  a 


“The  horsepower  of  two  brands  of  that  magnitude 
[Advo  and  ‘The  Orange  County  Register’]  gets 
everyone’s  attention.”  douglas  hanes 

Vice  president  of  major  account  sales.  Freedom  Media  Enterprises 
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relationship  with  the  post  office,  benefits 
the  Regi-ster  couldn’t  compete  with  but 
now  benefits  from,  Hanes  says. 

Today,  he  says,  “The  horsepower  of  two 
brands  of  that  magnitude  ...  gets  everyone’s 
attention.”  Had  the  RegiMer  not  acted,  he 
contends,  “The  L.A.  Times  would  probably 
have  loved  to  have  Advo.” 

But  some  newspaper  direct- 
marketing  veterans  bristle  at 
the  idea  of  sharing  anything 
with  Advo.  They  warn  that  the 
deals  Advo  proposes  are  a 
short-term  fix  that  could  limit 
a  newspaper’s  flexibility  to 
serve  its  customers.  While  Wilson  says 
Advo  was  good  to  work  with  in  St.  Paul,  he 
feels  that  newspapers  should  try  to  run 
their  own  TMCs.  “It  gives  us  more  control 
over  the  advertiser  relationship.”  Besides, 
the  skeptics  ask,  what  good  is  reducing 
your  costs  if  you’re  helping  your  rival  to 
do  the  same? 

The  topical  paper,  says  Grant,  the  former 
Sacramento  Bee  ad  director,  “can  develop 
and  operate  a  much  superior  product  to 
what  Advo  delivers  and  grow'  as  a  comple¬ 
ment  to  the  daily  newspaper,  and  they 
can  also  use  it  to  build  paid  circulation.” 


j  Certainly,  an  up-to-date  database  of  non- 
j  subscribers,  commitment  by  management, 
i  enough  big  advertisers  to  cover  delivery 
I  costs,  and  a  strong  sales  culture  are  key  to  a 
i  good  TMC.  But  papers  can  save  millions  by 
I  outsourcing  mo.st  of  the  operation. 

And  despite  Advo’s  claims  of  targeting 
!  superiority,  most  advertisers  are  served 


1  just  fine  at  the  ZIP-code  level,  “(ietting 
!  down  to  finer  zoning  than  that  —  it’s  nice 
to  have,  but  I  haven’t  found  there’s  a  huge 
demand  for  that,”  Grant  says. 

Building  the  perfect  beast 

Indeed,  some  newspapers  have  taken 
failing  TMCs  and  turned  them  around 
on  their  own. 

Take  The  San  Diego  Union-Tribune.  Its 
shared-mail  product  went  from  losing 
money  to  the  break-even  point  over  the 
;  past  two  years,  poaching  a  few  Advo  clients 
in  the  process.  Ad  Director  Scott  T.  Whitley 


I  credits  the  change  to  a  stepped-up  effort  to 
sell  the  single  sheets  that  are  popular  with 
I  small  advertisers,  the  switch  to  weight- 
based  from  page-based  rates,  and  a  move  to 
I  weekend  from  midweek  delivery,  which 
I  attracted  drugstore  and  other  advertisers. 

I  Having  sales  reps  who  are  eager  to 
i  sell  the  single  sheets  made  a  difference. 


says  Lori  Moreno,  preprint  advertising 
manager:  “They’ll  sell  anything,  an>'where, 
anytime.”  In  the  end,  Whitley  looked  at 
Advo  and  was  able  to  conclude,  “We  had 
the  better  mousetrap.” 

But  Advo  may  still  have  something  to 
teach  newspapers.  The  increasing  desire 
to  target  audiences  will  keep  direct  mail 
going  strong.  Advo  is  vying  to  add  second 
programs  on  the  weekend  throughout  its 
markets.  And  those  papers  that  don’t  keep 
their  household  data  current  and  their 
sales  staffs  motivated  may  one  day  find 
themselves  knocking  on  Advo’s  door.  (1 


No  size  fits  all?  In  San  Diego,  the  dominant  daily 
newspaper  looked  at  Advo  and  decided,  “We  had 
the  better  mousetrap.”  scott  t.  whitley 

Advertising  director.  The  San  Diego  Union-Tribune 
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PLANT  PS  IN  FALLS 

Calkins’  biggest  daily  finds  another  favorable  site  for  production 

BY  JIM  ROSENBERG 

The  Bucks  County  {Va.)  Courier  Times’  production 
plant  may  go  up  at  a  new  site  since  its  original  plans 
ran  afoul  of  Northampton  Township  zoning  rules. 

Last  month,  the  Falls  Township  Planning  Commis¬ 
sion  approved  a  preliminary  plan  to  site  the  plant  on 
12.3  acres  in  an  industrial  park.  Two  weeks  ago,  Falls  supervisors 
unanimously  approved  the  project’s  preliminary  land-development 
plan.  General  Manager  Thomas  Spurgeon  said  he  expects  final 
land-development  plans  to  be  submitted  by  early  next  month. 


If  final  approval  is  not  delayed,  the  plant 
should  open  in  spring  of 2004  —  earlier 
than  the  original  timeline,  thanks  to  a 
compressed  work  schedule  and  an  adjusted 
press-delivery  date,  according  to  the  archi¬ 
tect’s  project  manager.  It  also  will  be  closer 
to  the  paper’s  headquar¬ 
ters  —  about  three  miles 
north  across  Levittown, 
instead  of  19  miles  west. 

For  an  undisclosed 
I  price,  the  Courier  Times 
parent  company,  Calkins 
Media  Inc.,  contracted 
;  with  MAN  Roland  Inc. 

!  for  a  five-web  Geoman 

offset  press,  with  29 
'  couples  configured  in 

four  towers  (one  running  two  webs, 
another  for  spot  colors).  Replacing  Goss 
letterpress  dating  from  1950  and  earlier, 
the  70,000-copy-per-hour  Geoman  will 
run  faster,  enabling  later  deadlines,  and  will 
print  more  and  better  color  —  available  to 
news  and  advertising  on  most  pages.  The 
j  folder  superstructure  puts  pairs  of  news- 
:  paper  formers  across  upper  and  lower 
levels.  Plans  for  a  third,  commercial 
outboard  former  on  the  lower  level  may  be 
changed  to  center  it  above  the  others  if 
space  permits  (although  Spurgeon  said 


cost  savings  by  trimming  any  unexpected 
headroom  probably  will  take  precedence). 

While  Courier  Times  news  and  business 
offices  are  to  stay  in  Tullytown,  its  printing, 
packaging,  and  distribution  will  be 
i  handled  at  the  new  plant,  which  Publisher 


Arthur  E.  Mayhew  said  is  expected  to 
employ  approximately  200  lull-  and 
part-time  workers.  The  new  structure,  with 
a  75-foot-high  press  hall,  and  its  parking  lot 
!  will  occupy  about  64,000  square  feet. 

Falls  is  the  second  site  where  Calkins 
Media  hoped  to  build  (E^P,  Feb.  25,  p.  15). 
j  In  June,  Northampton  Township’s  zoning 
i  board  denied  a  variance  to  extend  the  45- 
foot  height  limit  to  accommodate  the  press. 

The  Courier  Times  reported  late  last 
month  that  the  pressroom’s  height  was  a 
I  focus  of  complaints  by  residents  of  a 


neighboring  adult  community,  where  some 
residents  also  cited  noise  and  light  from  the 
proposed  plant,  though  the  project’s 
architect  told  the  board  that  only  a  hum 
would  be  heard  outside  the  pressroom. 
Residents  continued  objecting  even  after 
Calkins  shrunk  the  planned  size  by  a  third 
and  cut  10  feet  from  the  85-foot  height. 
(Height  is  not  an  issue  in  the  Falls 
industrial  park.) 

"The  work  flow,  the  process,  what  will  be 
accompli.shed  within  the  building  will 
remain  the  same,  even  though  the  square 
footage  has  been  reduced,”  said  Spurgeon. 
Measures  to  make  that  happen,  he  said, 
include  reducing  the  amount  of  newsprint 
stored  on-site;  relocating  heating,  ventilat¬ 
ing,  and  air-conditioning  equipment  from 
its  own  room  to  the  rooftop;  and,  possibly, 
installing  two  bigger  and  faster  inserters 
instead  of  the  three  originally  planned. 

Calkins  is  in  negotiation  with  GMA  for 
those  inserters  (SLS.3000s)  and  all  other 
packaging  equipment  (hundlers,  bundle- 
distribution,  NewsGrip  conveyor,  control 
software,  etc.),  said  Spurgeon. 

The  building’s  architect,  Denver-based 
McClier/designAlliance,  is  helping  select 
equipment.  Its  Courier  Times  project 
manager,  Todd  Heirls,  said  that  role  will 
continue  upstream,  when  the  paper  will 
explore  computer-to-plate  output,  probably 
in  January.  Space  was  allocated  for  the 
largest  CTP  system  likeh’  to  be  considered, 
said  Spurgeon,  who  called  platemaking  “the 
one  remaining  area  in 
selecting  equipment.” 

Though  keeping  its 
smaller  footprint  at  the 
new  site,  the  building’s 
design  and  position  on  its 
property  allow  “e>q)ansion 
to  print  other  publications 
if  the  owners  should 
choose  to  do  so ...  in  the 
fiiture,”  Spurgeon  said, 
adding  there  is  sufficient 
space  to  “almost  double  our  capacity.” 

While  the  new  site  has  no  impact  on  a 
residential  area,  according  to  the  paper, 
before  they  give  the  plan  final  approval, 
some  Falls  supervisors  want  to  know  the 
expected  volume  of  traffic  into  and  out  of 
the  plant,  and  they  want  as.surances  that 
trucks  serving  the  new  plant  are  not  routed 
through  Historic  Fallsington. 

The  new  location  offers  “rail  access  and 
an  excellent  road  network,”  said  Mayhew, 
adding  that  the  plant  would  contribute  tax 
dollars  and  possibly  jobs  to  the  township.  1! 


L . . ^ 

Artist’s  rendering,  subject  to  change,  of  the  Bucks  County  Courier  Times'  new  plant 
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Atex  Media  Command  Inc.,  Tampa,  Fla., 
and  Bedford,  Mass.,  continues  filling  out 
its  management  team  under  Nancy 
Faunce,  president  and  CEO,  Americas. 

It  appointed  Ben  Smylie  as  senior  vice 
president,  operations  and  marketing,  for 
the  Americas.  Returning  to  Atex  Media 
Solutions  this  year  as  new-business-devel- 
opment  director, 
Smylie  now  runs  all 
field  operations, 
including  installa¬ 
tions  and  support, 
business  develop¬ 
ment,  product  mar¬ 
keting,  marketing 
communications, 
information  tech¬ 
nology,  and  admin¬ 
istration.  Before 
rejoining  Atex,  he  was  vice  president  and 
consulting  manager  for  Boston-based 
Internet  consultant  Wheelhouse  Corp. 
Smylie’s  career  began  in  1974  at  the 
Chicago  Sun-Times,  where  he  directed  the 
paper’s  conversion  to  cold  type  on  an  early 
Atex  system.  Ten  years  later,  he  joined 
Atex,  where  he  served  in  various  positions, 
most  notably  as  project  manager  for  the 
confidential  installation  of  a  very  large 
Atex  editorial  system  for  Rupert 
Murdoch’s  operation  in  Wapping, 
England.  After  he  directed  other  installa¬ 
tions,  including  those  at  Philadelphia 
Newspapers  Inc.  and  New  York’s  Daily 
News,  Atex  appointed  him  product-mar¬ 
keting  vice  president.  Smylie  left  Atex  in 
1991  to  found  Mission  Critical  Technolo¬ 
gies.  In  1997,  he  joined  Cox  Interactive 
Media,  running  its  Texas  Web  operations. 

Alphonse  DePalma  III  was  promoted  to 
marketing  vice  president  for  the  Americas 
from  general  manager  of  product  delivery 
and  support,  in  which  position  he 
launched  the  managed-services  business 
and  focused  on  improving  the  suppiort 
organization.  DePalma  joined  Atex  in 
1981  as  £m  applications  engineer  and  later 
held  various  installation,  support,  and 
marketing  positions  before  being  chosen 
in  1999  to  lead  the  group  charged  with 
rolling  out  the  application-services- 
provider  model  to  U.S.  advertising 
customers.  Initiatives  he’s  led  include  the 
Office  of  Project  Management  and  prod¬ 
uct  direction  of  the  Enterprise  1.X  release. 


Ben  Smylie 


Atex  Media 
Command 
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OUTPUT  SYSTEMS 


managing  on  an 
interim  basis  from 
his  Valparaiso,  Ind., 
office.  He  earlier 
was  employed  by 
Monotype  Systems 
(now  alfaQuest 
Technologies)  and 
Dewar  Information 
Systems  Corp. 


Bill  Pearson 

K&F 

International 


K&F  International,  Granger,  Ind., 
promoted  Bill  Pearson  to  national  sales 
manager.  For  four  years,  Pearson  ran  the 
mid-Central  region, 
which  he  is  still 


Bernd  R.  Ribback 

Nela  Ternes 
Group 


Nela  Ternes  Group,  St.  Paul,  Minn., 
named  David  Klein  successor  to  President 
Frank  Neumeister,  who,  after  two  years 
with  the  new  company,  returned  to  the 
parent  company,  Nela,  in  Lahr,  Germany, 
where  he  takes  over  as  president  upon  the 
retirement  of  his  father.  A  mechanical  en¬ 
gineer,  Klein  spent 
many  years  in  the 
printing  industry 
and  served  as  presi¬ 
dent  of  Hurletron. 
bgl  I  Nela  Temes  also 

hired  Bernd  R. 
Ribback  as  sales 
VHI  director.  An 

engineer  fluent  in 
five  languages  with 
a  25-year  interna¬ 
tional  sales  and  marketing  background, 
Ribback  has  worked  for  Baldwin  Tech¬ 
nology  Corp.  and  Polychrome  Corp. 

Appointed  regional  sales  managers 
were  service  engineer  Jurgen  Gruber 
(Midwest),  who  succeeds  Steve  London 
(now  assistant  sheetfed  product  manag¬ 
er),  and  Jim  Payne  (West),  earlier  with 
King  Press  Corp.,  Solna  Web  USA,  and 
Baldwin  Technology. 

PRESSROOM 

Goss  Inter¬ 
national  Corp., 

Westmont,  Ill., 
hired  Earl  Simon 
as  Americas  after- 
market  parts  sales 
director.  For  12 
years,  he  provided 
Goss  and  printers 


Earl  Simon 

Goss 

International 


with  rubber-covered  rollers  as  American 
Roller  Co.  national  accounts  manager  and 
newspaper  marketing  director. 

KBA  North  America,  York,  Pa.,  named 
Jurgen  Brenner  customer-support 
director  in  the  newly  created  sales-and- 
customer-support  group.  “We’re  emulat¬ 
ing  the  system  that  has  been  proven  to 
work  worldwide  for  our  parent  company,” 
said  KBA  Marketing  Director  Gary  Owen. 
The  aim,  he  said,  is 
to  “close  the  loop 
from  prospective 
sales  activity  to 
post-installation  to 
support.”  Brenner 
reports  to  Sales  and 
Customer  Support 
Vice  President 
Heinz  Schmidt. 

Support  functions 
under  Brenner  were 
reorganized  into  installation/post¬ 
installation,  storage  of  more  spare  parts  in 
York,  and  print  training.  Brenner  joined 
KBA  in  1991  as  a  mechanical  engineer 
in  charge  of  several  manufacturing 
departments  in  Wurzburg,  Germany.  He 
spent  six  years  in  the  sheetfed  division, 
then  went  to  Siemens  as  a  welding  engi¬ 
neer  working  on  reviews  of  European 
nuclear  power  plants.  Returning  to  KBA 
in  2000,  he  trained  on  newspaper  presses 
and  moved  to  KBA  North  America  to 
manage  the  manufacturing  department. 

More  recently,  Steve  Brown  joined 
KBA  as  sales  representative  covering 
most  of  the  western  United  States  and 
Canada.  An  engineer  with  more  than  25 
years  in  the  graphic-arts  industry,  he 
sold  presses  for  more  than  a  decade  and 
spray-dampening  systems  and  fountain- 
solution  mixing  systems  and  supplies  for 
the  past  13  years. 

POST-PRESS 

Ferag  Americas,  Bristol,  Pa.,  expanded 
its  service  and  support  with  establishment 
of  a  group  led  by  Mark  Fung,  who  has 
post-installation  responsibilities  for  all 
large  North  American  customers.  A 
mechanical  engineer  who  previously 
managed  FMC  Technologies  customer 
support,  Fung  has  a  background  in 
material  handling  for  newspapers  and 
commercial  printers. 


Jiirgen  Brenner 

KBA 

North  America 
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U.S.  newspapers,  he  says,  play  down  Israel’s  killing  of  civilians 


Despite  the  evidence,  the  simple  view  that 
Palestinians  slaughter  civilians  and  Israelis  at 
worst  unintentionally  or  mistakenly  kill  them 
(with  “stray  bullets”  and  “errant  shells”)  still  pre¬ 
vails,  unshaken,  in  the  reporting  of  the  conflict  by 
all  the  major  U.S.  newspapers.  The  result  is  coverage  that  reports, 
as  a  matter  of  routine,  suicide  bombings  by  Palestinians  with  blar¬ 
ing  headlines  and  Page  One  photographs,  while  the  killing  of 
Palestinian  civilians  (even  children)  is  covered  with  little  fanfare. 
This  occurs  even  though  human-rights  organizations  on  the 


ground  report  that  Israel  does  target 
civilians,  deliberately  and  systematically. 
Physicians  for  Human  Rights  concluded 
that  Israeli  soldiers  “are  specifically  aiming 
at  peoples’  heads”;  and  Human  Rights 
Watch  issued  a  report  May  3  concerning 
actions  in  Jenin,  stating,  in  part,  that 
Palestinian  civilians  there  “were  killed 
willfiilly  or  unlawtully”  by  the  o 
Israeli  militaiy,  which  “used 
Pale.stinian  civilians  as ‘human  |||^ 
shields’  and  used  indiscriminate  ^ 
and  excessive  force.” 

Yet  coverage  of  the  conflict  F* 
continues  to  sketch  a  far  difler-  m2 

ent  reality.  Some  examples: 

On  June  21,  Israel  Defense 
Forces  (IDF)  soldiers  opened 
fire  on  the  Jenin  marketplace  in  PTMiTTilJT 
broad  daylight,  killing  four 
Palestinians  —  three  children  and  a  school¬ 
teacher  —  and  wounding  dozens.  The  IDF 
claimed  that  the  soldiers  erred  in  firing  the 
shells  and  said  it  was  opening  an  investiga¬ 
tion.  In  a  survey  of  20  U.S.  papers,  Pales¬ 
tine  Media  Watch  discovered  that  only  The 
Sea  ttle  Times  ran  a  Page  One  photo  of  the 
attack.  Of  the  20, 11  did  mn  a  front-page 
story  on  the  shelling,  but  of  that  number, 
five  reported  in  their  headlines  as  a  matter 
of  fact  that  the  shelling  was  “a  mistake”  — 


as  in  the  San  Francisco  Chronicle’s  “Israeli 
tanks  mistakenly  kill  4  civilians  in  West 
Bank.”  Of  the  11  that  ran  a  front-page  story, 
only  four  mentioned  in  the  headline  that 
most  of  the  victims  were  children. 

Or  take  the  Gaza  bombing  July  22,  when 
a  Hamas  leader  was  killed  along  with  nine 
sleeping  children  and  five  more  civilians.  Of 
the  17  papers  whose  July  23 
front  page  was  examined  by 
Palestine  Media  Watch,  only  six 
ran  a  Page  One  picture  above 
the  fold  depicting  the  aftermath 
ih  j  of  the  attack,  and  only  two  (the 

dK  j  Los  Angeles  Times  dind  The  San 
I  Diego  Union-Tribune)  men¬ 
tioned  in  the  headline  that  chil- 
;  dren  were  among  those  killed. 
JdijiMjij  Speaking  of  pictures, 

between  March  28  and  Aug.  1, 
The  Philadelphia  Inquirer  published  13 
above-the-fold  photographs  depicting  the 
Israeli  toll  after  suicide  bombings,  while 
publishing  only  one  above-the-fold 
picture  depicting  the  Palestinian  toll  after 
Israeli  attacks. 

Moreover,  during  that  same  period,  the 
Inquirer  published  10  front-page  photos 
showing  Palestinians.  Of  those  10,  six 
depicted  militants,  suicide  bombers,  and 
would-be  suicide  bombers. 


I  Also  quite  telling  is  the  fact  that  during 
1  that  same  period,  the  Inquirer  ran  only  two 
I  Page  One  photos  showing  Israelis  in  a 
slightly  negative  light  (one  showing  soldiers 
patrolling  the  streets,  the  other  showing  a 
soldier  yelling  at  civilians),  and  both  were 
I  small  in  size  and  below  the  fold.  And  this 
j  was  during  the  height  of  Operation 
Defensive  Shield  this  spring,  when  497 
I  Palestinians  were  killed. 

!  The  vocabulary  used  in  covering  the 
I  conflict  also  reveals  how  the  U.S.  media 
j  are  entrenched  in  the  paradigm  that  views 
I  Israelis  as  engaged  in  self-defense  and 
I  never  intentionally  targeting  civilians. 

I  A  LexisNexis  database  search  for  the 
i  words  “retaliation”  or  “retaliate”  within 
I  the  text  of  news  reports  filed  from 
j  Israel/Palestine  and  published  in  The 
I  Washington  Post  over  a  19-month  period 
I  (from  the  start  of  the  Intifada  to  this 
I  May)  turned  up  32  news  stories  that  used 
the  words  “retaliation”  or  “retaliate” 
somewhere  in  the  text  and  not  in  the 
context  of  a  quotation.  Of  those,  31 
instances  were  specifically  in  reference  to 
i  Isrjieli  actions  and  were  presented  as  facts 
I  rather  than  as  a  point  of  view  or  a  claim 
I  made  by  Israeli  officials, 
j  In  other  words,  according  to  The 
j  Washington  Post,  Israel  never  initiates 
I  violent  actions,  but  only  “retaliates”  — 
j  Israel  always  acts  in  self-defense. 

Another  LexisNexis  search  for  the  word 
“terror”  wthin  news  reports  filed  from 
Israel  and  published  in  the  Post  over  the  17 
months  following  the  start  of  the  Intifada 
revealed  that  the  word  was  used  exclusively 
[  to  describe  Palestinian  violence. 

I  Tbe  examples  I  cite  are  not  the  exception 
j  but  the  rule.  Needless  to  say,  commitment 
I  to  the  prevailing  paradigm  is  not  confined 
to  the  printed  press.  The  electronic  media 
are  just  as  guilty. 

!  Unless  and  until  American  journalists 
I  free  themselves  from  the  blinders  they 
I  have  decided  to  put  on  when  covering  the 
Middle  East  conflict,  we  will  continue  to 
[  suffer  reporting  that  avoids  the  obvious  and 
j  often  presents  as  obviously  true  what  is 
i  misleading,  incomplete,  or  outright  false.  1) 
i 

!  Bouzid  is  president  of  Palestine  Media 
I  Watch  and  head  of  the  Philadelphia 
chapter  of  the  National  Association 
of  Arab  American  Journalists. 
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The  Christopher  J.  Georges  Fellowship  |  Chris  Georges,  an  honors  graduate  of  Harvard 
College  and  a  Wall  Street  Journal  reporter,  died  in1998  at  age  33  from  complications  related  to  lupus. 

He  worked  in  the  Journal's  Washington  Bureau,  covering  politics,  economics  and  budget  issues.  Family, 
friends  and  colleagues  established  the  fellowship  to  memorialize  his  commitment  to  in-depth  reporting 
on  issues  of  enduring  social  value  and  stories  that  document  the  human  impact  of  public  policy. 


Annys  Shin,  Senior  Writer 
Washington  City  Paper 
The  2002  winner  of  the 
Christopher  J.  Georges  Fellowship 

“This  year 
600,000  inmates 
will  be  released. 

What  will  be 
the  impact  on  a 
Washington,  D.C. 
neighborhood?” 

Annys  Shinn’s  reporting  project  on  the 
impact  of  the  release  of  prisoners  now 
finishing  their  mandatory  sentences. 


^  CALLFOR 

APPLICATIONS 

Nieman  Foundation 


The  Christopher  J.  Cieorges  Fellowship  program 
IS  accepting  applications  for  the  2003  award.  A 
$10,000  fellowship  will  be  awarded  to  a  young 
journalist  for  an  independent  reporting  project  on 
an  issue  of  enduring  social  value  that  dcKuments 
the  human  impact  of  public  policy.  Deadline  for 
the  2003  fellowship  is  November  1,  2002. 

The  fellowship  is  administered  by  the  Nieman 
Foundation  for  journalism  at  Harvard  University. 
Applications  must  include  a  written  proposal,  a 
biographical  essay  and  selections  of  published  work. 

For  information  about  the  fellowship,  contact 
The  Christopher  j.  Georges  Fellowship,  Nieman 
Foundation,  Harvard  University,  One  Francis 
Avenue,  Cambridge,  MA.  02 1 38  or  on  the  Web  at 

http://www.nieman.harvard.edu. 
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Groundbreaking  Journalism 


Readers  have  told  us. . . 

“The  lively  debate  is  the  noise  of  democracy  For  the  last  20  years,  The  Washington 
Times  has  made  democracy  noisier  and  the  debate  a  lot  more  vigorous.” 

Senator  Tom  Daschle 
Majority  Leader 
Democrat,  ^uth  Dakota 

“TTie  Washington  Times  is  the  first  newspaper  I  read  every  day  because  it 
establishes  a  standard  for  coverage  through  which  I  measure  the  coverage  of  all  other 
newspapers  I  read.  It  frequently  has  angles  and  new  information  I  can’t  find  in  other 
papers.  It  certainly  has  kept  the  other  newspaper  in  this  town  honest  in  a  way  that 
it  was  not  when  it  was  the  only  newspaper  in  town  for  about  two  years  following 
the  demise  of  the  Washington  Star  and  before  the  advent  of  the  Times.” 

Cal  Thomas 

National  Syndicated  Columnist/TV  Commentator 

''The  Washington  Times  challenges  the  Washington  estabhshment  day  in  and 
day  out.  And  I  can’t  think  of  a  higher  compliment.  And,  it’s  just  exactly  what 
America  needs.” 

Senator  Chuck  Grassley 
Republican,  Iowa 


“Like  it  or  not  (and  many  folks  don’t).  The  Washington  Times^  founded  in  1982, 
has  become  a  paper  to  reckon  with. . .  .Now,  on  any  given  Sunday,  viewers  may 
see  Tim  Russert,  host  of ‘Meet  the  Press,’  waiving  a  copy  of  the  paper  as  he  fires 
salvos  at  the  White  House  chief  of  staff  or  the  Democratic  leadership.” 

MediaWeek 
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